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Rough Proofs 


M-G-M’s new movie column, 
nublished at line rates, won’t as- 
tonish the lion’s admirers if it has 
more box office than some of those 
offered as pure reading matter. 


, F 


Parker Pen urges that in 1939 
you let no written thing of yours be 
dull. It’s good advice for every- 
body, even if it does put a big load 
of responsibility on your favorite 
typewriter. 


, Vv F 


Feminine glamor, fashioned by 
Schiaparelli, includes “bust carried 
proudly high, deftly separated.” It 
takes a lot of deftness to be truly 
glamorous in 1939. 


, = @ 


Beer advertising continues to in- 
sist that the brewer’s product is a 
food, but most of the customers still 
raise the stein for Gemutlichkeit. 


a 


A spot radio checking service has 
been established, but its sponsors 
assure the stations that it isn’t go- 
ing to put them on the spot. 


7 Raw 


The Blanchard Press says direct 
mail advertisers pay so much atten- 
tion to art and color they forget all 
about cepy. But why limit the 
criticism to direct mail? 


ww 


An attorney deprecates the ten- 
dency of the advertising field to 
ndulge in self-chastisement. Don’t 
forget. that to advertising men ad- 
vertising’s faults are like Cyrano’s 
nose—-subject to self-criticism only. 


~~ Soe 


Someone has discovered that the 
Mellin’s Food slogan, “We are ad- 
vertised by our loving friends,” was 
written by one Will Shakespeare. 
Fortunately, the copyright expired 
i long time ago. 


- . @ 


This is the 100th anniversary of 
the discovery of rubber vulcaniza- 
ton, Goodyear reminds us. It’s an 
event that will be hailed enthusi- 
astically by every admirer of high- 
peed bicycling and fast tennis. 
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On 


the other hand, Mr. Good- 
year’s interesting invention certain- 
y added some important possibili- 
“es in the development of double- 
page spreads in four colors. 


7, Vv 

‘New opportunity in accounting 

and how to take advantage of it,” 

idvertises a well-known corre- 

Pondence school, without even 

g a footnote for the benefit of 
irug trade. 
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easy,” bubbles Whitman, 
_to please her, to win and hold 
ve,” 
‘ who said she would be satis- 
h a box of candy? 


= 


th Frankfurter on the supreme 
it may soon be declared un- 
tutional to refer to a popular 
roduct by the undignified 
' hot dog. 
Copy Cus. 


Aluminum Co. 
fo Continue Broad 


Institutional Drive 


Says Initial Effort Suc- 


ceeded in Enlightening 
the Public 


By RAYMOND G. GIBNEY 


Pittsburgh, Jan. 5.—The exten- 
sive institutional advertising pro- 
gram sponsored during the past 
year by Aluminum Company of 
America has accomplished its pur- 
pose so well that it will be con- 
tinued in newspapers throughout 
the country during 1939, it was 
learned here today. 

Hailed as a _ pioneering effort 
when it was first promulgated, the 
campaign set out to furnish the 
public with a better understanding 
of the part aluminum plays in 
everyday life and at the same time 
combat the impression that the 
manufacture of aluminum is a mo- 
nopolistic enterprise. Copy which 
carried this message appeared in 
132 daily newspapers, representing 
a total circulation of more than 
18,000,000. 

That the campaign has achieved 
the objective set for it was indi- 
cated by Aluminum Company, fol- 
lowing a recent survey in coopera- 
tion with newspapers on the sched- 
ule. It was found that a majority 
of readers had a better understand- 
ing of aluminum and the organiza- 
tion behind it. 

Discussing the continuation of the 
public relations project, C. C. Carr, 
advertising manager, said: 

“Our campaign in the daily news- 

(Continued on Page 8) 


Copy Challenges 
U. S. Problem 
of Sanitation 


(Picture on Page 41) 


New York, Jan. 5.—A dramatic 
plea for improvement of America’s 
sanitation was issued this week by 
Henry M. Reed, president of Stand- 
ard Sanitary Mfg. Company, in ad- 
vertising copy that appeared in 443 
newspapers in 340 cities. The mes- 
sage, an established annual prac- 
tice of the company, portrayed the 
health plight of millions of homes, 
and in so doing emphasized the 
vast existing market for sanitation 
equipment. 

Illustrated with a drawing of a 
slum tenement which occupied half 

anata on Page 8) 


DIRECTORY OF FEATURES 
Ad-libbing 12 
Basic Business Index 39 


Coming Conventions . . .. 26 
Earnings of Advertisers . 33 
Editorials _ . 412 
Getting Personal . ery . 26 
Information for Advertisers 12 


Obituaries rect . WS 
of the 


Photographic Review: 
are . 41 
Promotion Review 31 
Rough Proofs ............... | 
Voice of the Advertiser. 20 
- a iy, 


| in March. 


WEATHER-WISE COPY 


| THE WEATHER | 


CHICAGO AND 
VICINITY — Consid- 
erable cloudiness tu- 
day, moderate east- 
erly winds; rain or 
snow tonight and to- 
morrow; no decided 
change in tempera- 
ture. + 


Gargle with 


PEPSODENT. 
ANTISEPTIC 


containing 
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Pepsodent Company will use a small 

space schedule in Hearst papers during 

the coming months for its antiseptic, a 

campaign which serves to move the 

usual page one weather report to page 

two as an adjunct to the copy. (Story 
on Page 10.) 


Scope of Existing 

+ a 

Laws Advertisers 
. 2: 
Chief Concern 

New York, Jan. 5.—The applica- 
tion of existing laws is causing 
more immediate apprehension 
among national advertisers than is 
the prospect for new measures to be 
added to the federal statute books 
in 1939, a survey of opinion here 
indicated today. State legislation 
offers a different picture and with 
43 legislatures slated to convene this 
year, developments may be wide- 
spread and important. 

Trends in state legislation have 
not yet crystallized and it is too 
early to forecast the major points 
of legislative attack. However, out- 
door advertising will undoubtedly be 
one of them and in the New York 
legislature a bill regulating outdoor 
signs has already been introduced. 
Outdoor interests are therefore fac- 
ing a continuation of the fight which 
they waged successfully in 1938. 

Another subject certain to appear 
in some of the state law-making 
bodies is compulsory registration of 
trademarks—a hardy perennial 
which has not made much head- 
way in the past. 


‘Seeney Executives 
in Key Centers 
See Big Year 


New York, Jan. 5.—The new year 
should prove definitely better than 
1938 for advertising agencies, ac- 
cording to a nationwide survey of 
agency executives which revealed 
that qualified optimism is the gen- 
eral attitude throughout the busi- 
ness. 

Several agency leaders pointed 
out that many advertisers who cur- 
tailed promotion- 
al efforts during 
1938 are con- 
vinced now that 
retrenchment 
policies adopted 
last year were 
carried too far. 
These advertis- 
ers, it was said, 
intend to make 
up for lost time 
by heavier pro- 
motion in 1939. 

Gilbert Kin- 
ney, vice-president of J. Walter 
Thompson Company, and chairman 
of the American Association of 
Advertising Agencies, said: “Our 
plans reflect great underlying con- 
fidence in the prospects for 1939. 
They recognize that while competi- 
tive conditions continue difficult, in- 
¢reased markets will be opened to 
manufacturers who by their values 
and promotion actively cultivate 
them.” 

H. K. McCann, president, Mc- 
Cann-Erickson, asserted that “the 
improvement in business which is 
apparent as we enter 1939 will in 
our judgment be fully reflected in 
increased advertising volume. The 
opportunity to sell goods and serv- 
ices this year should be greater 
than in 1938, and many of our 
clients share this viewpoint and 
have established somewhat larger 
appropriations than in the year just 
passed. In short, we are preparing 
for a year of substantial improve- 
ment in general business and in ad- 
vertising volume.” 

Rudolph Guenther, chairman of 
the board, Albert Frank-Guenther 
Law, said that advertising will con- 
tinue to play an essential part in 
the promotion and development of 
business plans during 1939, and that 
advertisers will spend more money 
this year than last if business is 
given proper encouragement. 

(Continued on Page 4) 


Gilbert Kinney 


Last Minute News Flashes 
Lever Bros. Buys Hecker Soap Products 


Cambridge, Mass. 


, Jan. 6.—Lever Bros. Company has acquired the 


soap business of Hecker Products Corporation, New York, it was revealed 


today in a letter to stockholders. 


The transaction involved payment of 


$2,500,000 in cash. Brands acquired are Fairy Soap, Gold Dust, Silver 


Dust and Sunny Monday. 


The remaining Hecker divisions, including 


flour milling, cereals and shoe polish, will continue as heretofore. 


Westinghouse Maps Appliance Program 


New York, Jan. 6.—Westinghouse Electric & Mfg. Company will 
start newspaper and magazine promotion on its new refrigerator line 


in February, 


with electric range and roaster copy scheduled to follow 
Expenditures will be about the same as last year. 


Fuller 


& Smith & Ross, Cleveland, directs the account. 


“Glamour” to Be New Conde Nast Style Monthly 


New York, Jan. 6.—Publication of Glamour, new fashion and beauty 


monthly, has been announced for 
Inc. 


April by Conde Nast Publications, 
The initial issue will appear March 3. 


Interpreting Hollywood 


modes, Glamour will be sold on newsstands, as well as by 700 depart- 


ment and 1,300 chain stores. 


Encouraging Trend 
Seen in Most 
Classifications 


Appropriations Are 
Stepped Up from 10 to 
25 Per Cent 


New York, Jan. 5.—National ad- 
vertisers will spend more money 
this year than in 1938. This is the 
prediction easily visible in a survey 
by ADVERTISING AGE this week of 
promotion plans in a wide variety 
of businesses. It is a prediction 
that appears doubly optimistic when 
supported by a considerable amount 
of detail as to how, when and why 
these budget increases—many rang- 
ing up to 25 per cent—are to be 
applied during the months ahead. 

Between the lines of campaign 
plans revealed there is evidence of 
an aggressive, rather than hesitant 
effort toward making sales volume 
match sales predictions—which in 
past years have sometimes been 
touched with wishful thinking. 

Flexibility is still a_ significant 
quality of many advertisers’ plans. 
In few instances, however, can this 
factor be interpreted as a promise 
to drop by the wayside if the going 
becomes tough. More often is found 
the intention to step up the appro- 
priation at a later date. 


Price Listings Unpopular 


New products, many of them 
aimed at markets different from 
those of older lines loom on the 
horizon. Also apparent is a lessen- 
ing of price advertising, save per- 
haps in the radio field where small 
size sets are gaining greater popu- 
larity. ’ 

Among those who emphasized the 
trend toward greater exploitation 
of quality markets was A. W. 
Sherer, advertising manager of Na- 
tional Biscuit Company. Mr. 
Sherer pictured his company’s pol- 
icy for the year as one which would 
help the retailer sell better quality 
foods and to combat any possible 
trend toward cheaper products. 

“When business is declining,” 
said Mr. Sherer, “it is easy for a 
retailer to drift into a price business 

(Continued on Page 36) 
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Cecil Joins with 
Presbrey to Form 
New Agency Setup 


New York, Jan. 4.—Completing 
the reshuffling of personnel and ac- 
counts which began last Septem- 
ber when H. P. Warwick and Henry 
Legler resigned from Cecil, War- 
wick and Legler to form Warwick 
& Legler, Cecil interests have been 
combined with Frank Presbrey to 
form a new agency under the name 
of Cecil & Presbrey. 

James Cecil, formerly president 
of Cecil, Warwick & Legler, is now 
board chairman of Cecil & Pres- 


brey. Charles Presbrey is presi- | 


| treasurer. 


_products), G. 


dent, and John Cecil, secretary and 
LeRoy A. Kling is a 
partner and vice-president in 
charge of the Chicago office. Wes- 
ton Hill is head of the Miami of- 
fice, and Henry Souvaine a partner 
in charge of radio. The Richmond, 
Va., office of Cecil, Warwick & Leg- 
ler is now a part of the new agency. 
Brings New Accounts 


In addition to accounts previous- 
ly handled by the Presbrey agency, 
the merger brings the following 
into the new agency: Elizabeth Ar- 
den, Lamont, Corliss & Co. (Nestle’s 
Washington Coffee 
Refining Company, Craddock-Terry 
Company (National Bridge shoes), 


State of Virginia, and Selznick In- | 


ternational Pictures. 


nema 


Music at Price of 
Telephone Service 
Is New York Plan 


New York, Jan. 4.—Muzak Cor- 
poration, which has been serving 
hotels and restaurants with wired 
musical programs for the past three 
years, and which recently added a 
service which includes commercial 
announcements, has made available 
a choice of home entertainment, 
with or without advertising, to 
apartment dwellers in the city at a 
cost approximately that of a tele- 


phone. 
Details of the plan, made public 
here today, include a new radical 


|departure in Muzak service, which 
is the transmission over the Muzak 
wires, of radio broadcasts, which 
subscribers may tune in “without 
static or fading.” 

Choice of four broadcast stations 
will be offered to subscribers. The 
arrangement is made possible by a 
“carrier current transmitter” 
located in each building to be 
served, which automatically tunes 
in the radio programs selected on 
specially built receivers, and feeds 
them to subscribers, along with its 
regular programs, on the electrical 
power lines of the building. 


Reproduction of the programs is 
through specially built equipment 


j|housed in a cabinet resembling a 
}modern radio set. 
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$200,009 
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... and that's the amount the Navy Department will ex- 
pend in the Hampton Roads area with the battleship to 
be built in the Norfolk Navy Yard, another battleship to 


be built by the Newport News 
Corporation, permanent buil 


Shipbuilding and Dry Dock 


dings and major improve- 


ments at the Norfolk Naval Base as well as the Navy Yard; 
modernization and construction of other ships; all in all a 
record-breaking building program that far surpasses the 
war-time activities of this vicinity. All of which means 


more work and more money f 


Norfolk Virginian-Pilot, Morning and Sunday. . 


or more men. 


000 
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U.S.S. OKLAHOMA AT NORFOLK NAVY YARD 


hats c Hell of alot of Cash ™ 
... any way you wule uw — 


Increased business will naturally follow in Norfolk, the 
city trade maps all year have designated as "The Bright 
Spot that Knows no Let Up." Virginia is the prime retail 
market of the South. According to estimates made by 
an independent agency, the effective buying income in 
Virginia totals more per capita than in any of the six 


neighboring Southern States. 


Norfolk is the buying cen- 


ter for Virginia's largest trade zone, so be certain your ad- 
vertising appropriations call for schedules in the Norfolk 
Newspapers to cover this exceptional market. 


. . « Norfolk Ledger-Dispatch, Evening Except Sunday 


NORFOLK NEWSPAPERS, INC... . THE JOHN BUDD COMPANY, National Representatives 
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Legal Viewpoint, 
Two-Color Work 
'38 Highlights 


Copy Men Rate the 
Leading Influences of 
Past Year 


Chicago, Jan. 5.—While the na- 
tional food and drug legislation oi 
1938 complicated the copywriter’s 
task immeasurably, the advertising 
field will profit in the long run by 
| increasing accuracy and public con- 
| fidence. That is the view of promi- 
nent agency copy chiefs, as ex- 
pressed to ADVERTISING AGE today. 
| The following statement it was 
pointed out would have been re- 
| garded as satisfactory to all con- 
cerned a year or two ago: 

“Evaporated milk is pure cow’s 
milk with half the water removed 
by evaporation, so it is double rich.” 

The legal viewpoint, on which 
| copy men are urged to rely in 1939, 
|took exception to the last two 
words. 

‘Double rich’ in what?” queried 
the lawyers. 

So the harassed copy department 
dug into the food archives and 
finally amended the statement to 
read: “Evaporated milk is pure 
cow’s milk with half the water re- 
moved by evaporation, so that, pint 
for pint, it is twice as rich in but- 
terfat.” 

The new food and drug laws have 
also placed a premium on the seal 
and advice of the American Med- 
ical Association, copy experts be- 
lieve. They said that in view of 
the emphasis now laid on absolute 
truth in copy, the constant flow of 
discoveries of medical science must 
be relied on by agencies and others 
to keep their statements abreast of 
enlightened opinion. The AMA re- 
fuses today to endorse a statement 
which it approved yesterday, but in 
its new-found knowledge lies much 
of the hope of advertising men for 
glamorous copy themes of _ the 
future. 

While these advances are being 
made, the advertiser may be forced 
in some instances to exploit angles 
which would have been regarded as 


pointed out. 
heavily on properties which are not 
unique to the product which he 
produces. Eventually, regardless of 
|all of this, the heightened public 
belief in advertising will result in 
increased returns, the experts agree. 

The more intelligent use of two- 
color copy, by which effects hitherto 
regarded as impossible except with 
four colors are obtained, was 


of 1938, indicating that startling 
progress along this line may be ex- 
pected in 1939. 

“Study of the use of two colors 
(Continued on Page 8) 


The best way pore 
annual $2,000,00 , a 


highway mark® 


too commonplace yesterday, it was | 
He may have to lean | 


termed the other chief development | 
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ADVERTISING AGE 


January 9, 1939 


Why should an advertisement 


be like Merry Sovereign? 


Mr. S. M. Stewart, owner of the famous Airedale, Merry 
Sovereign, was recently talking about his international 
champion. 

“Yes, he’s a show dog—a prize winner here and abroad. He 
has more blue ribbons than a well-dressed man has neckties. 
But don’t forget he’s a champion at work, too. He can hunt 
like an Indian, can lick anything his size, and is as much pro- 


tection around the home as a squad of police.” 


ste 
7 


We believe every advertisement could well take Merry Sov- 
ereign as a model. Splendid if it wins prizes and gets the ac- 


claim of advertising people. 


But an advertisement, to be a real champion, should lick 
competition while at work as well as when on show. It should 
win a large number of readers at low cost. And it should have 
the force and conviction to convert the greatest possible num- 


ber of those readers into buyers. 


Young & Rubicam, Inc. scverrisine 


NEW YORK - CHICAGO - DETROIT - HOLLYWOOD - MONTREAL - TORONTO 
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1939 


Agency Executives 
in Many Cities 
See Big Year 


(Continued from Page 1) 
Morgan S. A. Reichner, president, 


Morgan Reichner & Co., told Ap- 
VERTISING AGE that his agency 
noticed a definite pick-up during 


December, with the result that ad- 
ditional office space had to be taken. 
“We are going into the new year 
with every prospect for definite im- 
provement,” he said 

Mr. Reichner expressed the view 
that much of the increased activity 
which is indicated for 1939 will 
come from advertisers who can- 
celled or reduced advertising sched- 
ules last year. Such advertisers, 
he said, are looking forward to re- 
gaining lost ground through heavier 
promotion this year. 

S. H. Giellerup, vice-president, 


Marschalk & Pratt, declared: “The | 


best indication to me of what kind 
of a year 1939 is likely to be is to 
be found in the attitude of impor- 
tant executives toward their adver- 
tising and promotion plans. 

“Most of the advertisers I come 


ADVERTISING AGE 


in contact with seem to be much|side of the ledger he placed the 
more disposed toward embarking on! huge reservoir of credit available; 


new 
during the past 12 months.” 


CHICAGO AGENCIES 
ARE CONFIDENT 


Chicago, Jan. 5. 


confident that it will show substan- 
tial advertising gains over 1938 and 
at least equal the fine 
1937. 

Sentiment here was indicated by 
an optimistic statement by John F. 
Hurst, treasurer of Henri, Hurst & 
,McDonald, who reported that clients 
of that agency are in an aggressive 
| mood. 

“Almost without exception they 
have increased advertising appro- 
|priations for 1939,” said Mr. Hurst. 
“We believe radio will at least sus- 
ltain its brilliant record, and that 
|magazine, newspaper and _ farm 
|paper linage will show a marked 
lincrease over 1938. Gains should 
‘also be recorded by business papers, 
outdoor advertising and other media 
jot established value.” 

Mr. Hurst is impressed with the 
|spirit of cooperation now in evi- 
|dence, asserting that manufacturers, 
railroads, utilities and financial in- 
stitutions are working closely to- 
| gether, while the political skies are 
lalso clearing. Also on the credit 


projects than they have been the buying mood displayed by the 


public; and the low inventories 
common among jobbers and dealers 
in many fields. 


It “Looks Good” 


| E. R. Goble, president of Stack- 
'Goble Advertising Agency, con- 
‘tented himself with the observation 


Chicago adver-| 
tising agencies enter the new year 


record of|that the business scene looks “very 


good,” while _ Blackett-Sample- 
Hummert, Inc., reported that appro- 
priations are generally on the up- 
grade. 

Otto Guenther, president of Gu- 
enther-Bradford & Co., said that he 
looks for a continuance of “the 
swiftest industrial recovery on rec- 
ord.” He qualified his optimism by 
asserting that “barring political or 
foreign disturbances,” he sees a 
clear road ahead and that results 
from advertising should reach a 
new peak in 1939. 

Homer Havermale, vice-president 
in charge of the Chicago office of 
McCann-Erickson, Inc., said that 
business may level off during the 
winter, but that he expects a re- 
sumption of active trade in the 
spring. 

“A recent poll among large and 
small agencies showed that national 
advertising appropriations for 1939 


have been increased from 10 to 35 


The 


id it 


aders 


|per cent,” said Mr. Havermale. 
\“This survey indicates a confidence 
jon the part of national advertisers 
which may be taken as an indica- 
tion that business will experience 
even a further upswing during the 
coming twelve months.” 


AYER PRESIDENT 
IS OPTIMISTIC 


Philadelphia, Jan. 5.—H. A. Bat- 
ten, president of N. W. Ayer & Son, 
Inc., believes that government, in- 
dustry and labor are moving to- 
ward a common 
realization that 
cooperation is ne- 
cessary to elevate 
the national in- 
come and to sus- 
tain it at a level 
which will pro- 
vide earned re- 
turns and work- 
ing opportunities 
for the largest 
possible number 
of people. 

“Planned and 
pre-determined advertising must 
play an important role in such an 
effort,” he said. “The need is for 
‘tonic’ advertising, designed, 
planned and tested to do an effec- 
tive job on the long pull. We feel 
that 1939 will be a good year for 
advertising, for there is much to be 
accomplished and therefore much 
for it to do. The problem of accel- 
erating the exchange of goods and 
services is a challenge of the first 
order to the ingenuity of our 
American advertising technique.” 


DETROIT AGENCIES 
SEE BIG YEAR 


Detroit, Jan. 5.—Epitomizing the 
optimism of Detroit advertising 
agencies, Parker Holden, president 
of Holden, Graham & Clark, said 
that advertising men are going to 
perform a lot of home work in 1939. 

The reason is that many big ad- 
vertisers are indicating an advance 
of 20 per cent in appropriations. 
Hundreds of small companies, which 
retired into the trenches last year, 
are reinstating schedules. 

“Advertising men have always 
been faced with the problem of 
meshing gears with field selling and 
sales promotion effort,’ he said. 
“This problem becomes more acute 
every year, and the successful cam- 
paigns of 1939 will be those intelli- 
i gently assisted by sales.” 

Harry T. Miichell, Detroit man- 
ager of J. Sterling Getchell, Inc., 
said that automotive manufacturers 
will spend substantial sums in ad- 
vertising during the first quarter. 
He predicted that emphasis will be 
placed on price in automotive copy. 


BOSTON WATCHFUL, 
THOUGH CONFIDENT 
Boston, Jan. 5.—While Boston 


H. A. Batten 


Recorns show that, in 


Mechanics Magazine carried more pages 


of advertising than any other general 


monthly magazine. 


The advertising representatives are the 
same. The magazine is the same in general 
appearance, in editorial policy, in its appeal 
to mechanically-minded men. 


And so we think it is our readers that put 


us into first place. 


Readers of Popular Mechanics always have 


POPULA 


1938, Popular 


been noted for their buying responsiveness. 
The ‘Man Market’’ of Popular Mechanics 


always has been an active market. 


And when sales geta little hard to make, ad- 


advertising. 


vertisers turn to a selected readership that is 
in buying mood and that has buying power. 
They turn to Popular Mechanics with the 


result that it goes into first place in pages of 


Yes, the readers did it! Better include them 


in your sales and advertising plans for 1939. 


CHANICS 


regagioe 


200 East Ontario Street, Chicago, Illinois » New York + Detroit » Columbus 


agency men believe that the future 
is much brighter than the immedi- 
ate past, John C. Dowd, president of 
the agency of that name, said that 
it is necessary to keep an eye on 
Congress to see that the bright 
prospects are not impaired. 

Another problem, he believes, is 
that of securing adequate 
power to take advantage of all of 
the opportunities to be opened. 
Copy must be designed to start and 
maintain buying. 

Francis V. Hatch, vice-president 
of Batten, Barton, Durstine & Os- 
born, said that advertising appro- 
priations are picking up and that 
clients are more receptive to ag- 
gressive advertising plans. The 
political situation is much less 
threatening than in recent years, he 
believes. 

Fighting copy will be the 1939 
vogue, Mr. Hatch believes, pointing 
out that competition may be ex- 
pected to be the severest in several 


years. One particularly hopeful 
sign is the return to active status of 
some accounts which have been 


marking time. 


ST. LOUIS WILL 
AID IN RECOVERY 


St. Louis, Jan. 5.—Norman Lewis, 
president of the Ridgway Company, 
St. Louis agency, agrees with Col. 
Ayres, of the Cleveland Trust Com- 
pany, that the problem now facing 
business is “to make 1939 the tran- 
sition from the pump-priming re- 


man- | 
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covery into a long-term affair con- 
ducted by business instead of 
government.” 

“Many of our clients,’ he added, 
“are thinking along these lines and 
we look forward to a very satisfac- 
tory year.” 

| G. Gordon Hertslet, vice-presi- 
dent, Anfenger Advertising Agency, 
said that an increase of from 10 to 
15 per cent in appropriations is 


indicated. 
N. W. AGENCIES TELL 
RESPONSIBILITIES 

Minneapolis, Jan. 5.— While 
Minneapolis advertising agencies 


share the general jubilation over 
larger advertising schedules, they 
are also keenly conscious of the in- 
creased responsibilities thrown on 
their shoulders. 

“Each year the cost of advertis- 
ing increases,” said Joseph Mac- 
Gaheran, of Erwin, Wasey & Co. 
“Each year the consumer becomes 
more reluctant to change brands of 
products. Advertisers and agencies 
can meet this problem only by close 
cooperation, willingness to revise 
preconceived ideas or policies, and 
perhaps by changing their thinking 
about the product itself. The manu- 
facturer must make his product 
more useful, more highly desired, as 
a product. 

“The agency must develop a plan 
that gives the advertiser the most 
effective advertising exposure at 
the lowest cost. It must then create 
copy that provokes desire and ac- 
tion. These are generalities, but in 
their proper solution lies the answer 
to the greatest problem confronting 
us—the ever increasing cost of ad- 
vertising.”’ 


WEST COAST 
AGENCIES CHEERFUL 


Los Angeles, Jan. 5.—With 1939 
appropriations expected to expand 
from 10 to 15 per cent over last 
year, Coast agency executives to- 
day expressed optimism for the fu- 
ture. Several mentioned, in pass- 
ing, possible complexities arising 
out of the new federal food and 
drug act. 

In this city, Milton Weinberg, 
head of the Milton Weinberg agen- 
cy; William Pickering of Heintz, 
Pickering & Co.; Jack Moore, Dan 
B. Miner Company; and H. D. 
Walsh, Hixon-O’Donnell Advertis- 
ing, all urged sounder selling tech- 
niques in planning 1939 copy. 


Warns Against Legislative Control 


In Portland, Ore., David M. Bots- 
ford, Botsford, Constantine & Gard- 
ners, cited the Idaho potato adver- 
tising project as typical of growing 

interest in farm produce and tour- 
‘ist promotion. He declared such 
developments are highly optimistic 
omens. Joseph R. Gerber, presi- 
dent, Gerber & Crossley warned 
against legislative control of adver- 
tising. He also expressed the be- 
lief that budgets this year would 
be up as much as 25 per cent over 
1933. Harold R. Stone, Portland 
manager for the Izzard Company, 
| likewise indicated appropriation ex- 
pansions. 


| 


@ Thousands of ready-to-use 
illustrations, on all subjects. 
are available for your inspec- 
tion. Wire, write or phone . . - 


‘KAUFMANN & FABRY CO. 
425 S. Wabash Ave. ® Chicago 
PHONE HARRISON 3135 


| 106 West 43rd St. NEW YORK 
Phone Bryant 9-6682 


ey tlt ee GS tyar f , ee oo § SS ‘we =e. 95 , . ages : re |. “ee alten . / i - “ nm 7. : A 7 - - . + : t F .e 
sit . ghee a 
Foe hes Ps ee | rtc(tkéw LC 
. ee 
- sided tome 
ae 
aoe 
a 
: po | 
ae 
peri 
(hs a 
a ae e 
‘ = 
- Po 
tgs So 
Ae 
2 
ie pees ™ 
Behe ‘4 
Sete 
eee 
‘> > We : . * 
re 
5} | 
i is F 
| - ms 4 
ics ; 
: Pie 
Ay 4 ae 
Loe F 
“a 5 a 
ae eee 
Sys : 7 
Ea *# ae _ j 
- © pe 
peg . a 
a 3 
‘“ | 
| 
vik 1 
eS aie 
a 
bs " 
P. 4 
a L 
. * 2 ‘ 
(tinea ER ; 
“ie a 
aa” 
a : 
>: an 
_ 4 
~ “q 
ay os = 2 os 
= 2 44 
Be me 
<n 
re il ¢ 
ees 
nies & 
es —_ 
3 a 
a ee 
eee oS 
She : ie 
2 rn ; 
Ve 7, 
i Bie ee 
ass = : 
ed es =— ee | 
Ssh 4 tan | 
tes | 
bain | 2! | F 
ie ee — 
, = =—6—h ©) | <> 
a) + 
5 ieee Pe ee a? 4 P 
set roe J 6 
the 4] *, a b, 
a 4: oe 4 
Ei | | riggs: 3 
4 oe ee 
as | | . oa 
: : : ee 
: > neal | “ Bn ae es 
=a 
a aia | * 5 
- SC 
> -" q 
8 ———— | a 
” | a 
OO ———————————————  —  ————————————————— : 
. 4 
| 1 
—_———" Xn 4 
LE TE LL TT ESS IT EI TET, ee 
ps i 
ng toy 
aa + teteney 
Ts 
=a - es 
Pita ay 
> ae ae . . - ie * 
ae ed w r tase * - a 4 eee = a 4 : j Te se z ig 
ae Wake a; z J ; en ge ak Beat See 3 ee i Se eke bi, Te ae i “deel ues = ba . . 


A 


DVERTISING AGE 


AVERT 


> 


ee 


TO HELP YOu MAKE MORE MONEY IN 1939 


Since its organization something 
over a year ago, our Market 
Research Department has made 
over 30,000 calls on New York 
City retailers... to get the facts 
you need in planning more profit- 
able business here. Because ad- 
vertisers want these facts, our 
quest for them will continue. 

From these facts, a significant 
principle appears — that advertised 
goods, regardless of price or kind, 
sell with greatest velocity among 


above-average-income families. 
Because such families are numer- 
ous enough, and selling them is 
easier and less costly, they form 
New York's most profitable volume 
market. 

Advertisers find this principle 
the door to better business in this 
market. And the key that opens 
it is The New York Times. . . which 
concentrates advertising pressure 
among the families whose better 
buying means your better selling. 


Products pictured are among those whose New York City sales have been studied 
by our Market Research Department. Complete information available upon request. 


Che New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Farmer of 1938 
Went fo Market 
Advertising-Wise 


Crop Merchandisers 
Now Familiar with 
Media and Copy 


“went to market” is his advertising- 
minded successor, a farmer 
still sends his produce to market 
but stays home himself to wait for 
a report “from the agency” on the 
campaign’s success. Events of the 
past year have obviously served to 
make the rural gentry more than a 
little familiar with presentations, 
media plans and problems, copy 
themes and promotional stunts here- 
tofore used mainly by city folk. 
The 1938 campaigns brought 
farmers into cooperative groups ad- 
vertising almost everything from 
olives to filberts, from corn to po- 
tatoes and peaches. Many of these 
drives reached ambitious propor- 
tions after the success of earlier 


In their offices at their desks, management 


executives buy direct or through subordinates: 


MACHINERY 


AIR CONDITIONING, 
TRANSPORTATION 


RAW MATERIAL= 
BANK SERVICE 
ADVERTISING 
INSURANCE 


test efforts. Still more campaign| by Ruthrauff & Ryan since 1934, NEW PROMOTION TACK 


plans. broached but recently, will 


| probably appear this year. 


One of the most extensive coop- 


'erative campaigns is as yet in the 


process of formation. This is the 
much discussed $1,000,000 drive for 
butter and other dairy products to 
be sponsored by several national 
and regional associations in this 
field. Plans were broached at a 
meeting during November in Chi- 
cago but as yet the program has 
not taken definite form. 
Motivating factors in considera- 


| tion of this campaign were the re- 


who | 


SPAGI 


| gional dair roduct drives staged 
Replacing the farmer of yore who| S yP S 


in several Midwestern states. 
Wisconsin and Minnesota _ repre- 
sentatives have started plans for a 
national drive on dairy products of 
these three states. This campaign, 
too, however, has not reached com- 
pleted form. 


Florida Citrus to Kudner 


Pea canners will launch a cam- 
paign this month which is the re- 
sult of conferences during 1938 in 
a cooperative effort to move the in- 
dustry’s record pack. Magazines 
and rotogravure are scheduled for 
this drive, with the budget esti- 
mated at $150,000. Leo Burnett 
Company is the agency in charge. 

The advertising account of the 
Florida Citrus Commission, handled 


peated or 


$$$ The 


yards of desk top where the executive buys. 


changed hands early in the year to 
| emerge finally in the Arthur Kud- 
ner list. Resignation of R&R from 
the sizable account was _ reported 
due to political squabbling. First 
1939 copy under Kudner direction 
| is scheduled to appear Jan. 15, sev- 
| eral months earlier than in 1938. 
|The budget estimate is $1,000,000. 


Idaho Drive Expanded 


The California Fruit Growers Ex- 
change, whose painted bulletin ad- 
vertising Sunkist lemonade won 


| first prize in the Outdoor Advertis- | 
owa, | 


ing Art awards, added a sound film 
to its dealer promotion setup during 
the year, as well as expansion of a 
previously tested copy theme in 
consumer promotion. Recent plans 
call for emphasis upon lemons’ 
health value when used with soda. 


|] Lord & Thomas is the agency in 


charge. 

Particularly active among the 
states in promotion of fruits and 
vegetables was Idaho, after a court 
wrangle involving an original ap- 
propriation of $125,000 was smooth- 
ed over. The Idaho Fruit and Veg- 
etable Advertising Commission ran 
| separate campaigns on prunes, ap- 
ples, onions and potatoes in several 
| Midwestern states. The prune drive, 


merchandised on the two square 


one and only national publication 


lor management executives that does this 


it in their 


$$$ It gives you, per advertising dollar, 


merchandising job for you is The Wall Street 


Journal. 86 per cent of its subscribers read 


offices at their desks. 


| 


more readers who are active management- 


executives of industrial corporations with 


assets of over $1,000,000 than any other 


publication—magazine or newspaper. 


—and many other things 


$33 Much ol the value ol your advertising 


home is lost, unless your message is re- 


$$$ Step up the success of your whole drive 


in executive publications that are read at 


THE WALL STREET JOURNAL 


to sell management executives by using— 


| One of the new Pepsodent layouts, show- 


| successful campaign waged by the 


| copperized wrapper 


| ners, Inc., South Hanson, Mass. 


| 


* 


andslides to 
DER! 


IRIUM ... is why Nation L 
PEPSODENT PO 


a f 


EPS 
ate. a Change for She Pest pis POENT 
START TODAY THE IRIUM WAY 


WITH PEPSODENT POWDER — 


ing separate promotion for tooth pow- 
der. (Details of the 1939 campaign on | 
Page !0.) | 


first on the docket, scored 100 
per cent increase in sales. 

One fortunate development, in| 
spite of the delay, was an increase | 
in the appropriation from $125,000 | 


a 


to $200,000. Potatoes received the 


bulk of this budget, with newspa- | 
pers in 26 states carrying the copy. | 
The campaigns were handled jointly | 
by Cline Advertising Service, Boise, 
and Botsford, Constantine & Gard-| 
ner, Portland, Ore. 


New York More Active 


New York was another state in-| 
creasingly active in promotion of | 
its farm products. Late develop- | 
ments during 1938 provided an es- 
timated budget of $300,000 for sep- 
arate campaigns on various prod- 
ucts, with first advertising sched- 
uled to appear shortly. The budget 
is to be raised through the sale of} 
trademarks to producers, processors 
and shippers. These labels will not 
be placed upon the products until 
the latter have been tested and 
graded to assure uniform quality. 

New York also spent $260,000 in| 
its milk campaign this year, using | 
200 daily newspapers and spot ra-| 
dio. J. M. Mathes, New York, han-| 
dled both of the above campaigns, 
receiving its fourth consecutive ap- 
pointment for the milk drive. 

Research paved the way 


for a 
Pear Bureau, representing the in- 
dustry in Oregon, Washington and 
California. The campaign, accord- 
ing to the Izzard Company, the 
agency in charge, was made 
possible through development of a 
for the fruit 
which kept intact the vitamin and} 
mineral content and enabled the 


| latter qualities to receive stress in 


Midwest and Eastern advertising. 
In August the bureau launched a 
$55,000 campaign for fall and win- 
ter promotion. 

In the corn producing states of | 
the Middle West, the development 
of hybrid seed corn was viewed as 


ja factor affecting not only adver- 


tising linage in farm publications, 
but also as a possible stabilizing in- 
fluence on farm income. Leading 
producers of the hybrid seed utilized 
much space in farm papers to carry | 
their products to a growing market, 
with some of the producers sched- 
uling high ten full-pages a 
year. | 
Other state and private coopera- | 
tive campaigns involved substantial | 
expenditures by the following: 
Georgia Association of Peach 
Growers; Maine Development Com- | 


as as 


mission and Maine Canners’ Asso- 
ciation: Michigan Association of | 
Cherry Growers; Cranberry Can- 


— 


“Waltz Time’ Draws 
Renewal Contract 
from Phillips 


New York, Jan. 4.—Charles H. 
Phillips Chemical Company has re- 
newed “Waltz Time,” effective Feb. 
3. The program is heard Fridays 
from 9 to 9:30 p. m. over an NBC 
Red network of 45 stations. Abe 
Lyman and his orchestra and Frank 
Munn will continue to be heard on 
the program for the additional 5°? 
weeks under the contract. Blackett- 
Sample-Hummert is the agency. 


Moore Starts NBC Show 


Benjamin Moore & Co., paints 
and varnishes, has signed a contract 
with the NBC Red network effec- 
tive Jan. 7. The program will fea- 
ture Betty Moore, interior decora- 
tor, and will be heard from 11 to 
11:15 a. m. on Saturdays over 41 
stations. 


“Smoke Dreams” Continued 


H. Fendrich & Co., Inc., cigars, 
has renewed “Smoke Dreams” for 
an additional 13 weeks over an NBC 


tive Feb. 21. The program is heard 


‘ike network of 17 stations effec- 


'on Tuesdays from 10:45 to 11 p. m. 


Band Wagon Marches On 


W. Fitch Company has re- 
newed the Fitch Band Wagon, ef- 
fective Jan. 8. The program is 
heard on the coast-to-coast NBC 
Red network of 53 stations on Sun- 
days from 7:30 to 8 p. m. 


“True or False” Renews 


J. B. Williams Company, for Wil- 
liams shaving cream, has renewed 
“True or False.” The program is 
heard Mondays from 10 to 10:30 
p. m. over the NBC Blue network. 
The agency is J. Walter Thompson 
Company. 


“A & A” Continue 
Campbell Soup Company has re- 


|newed “Amos ’n Andy,” heard over 


the NBC coast-to-coast Red net- 
work of 47 stations. The program 
is heard on Mondays through Fri- 
days from 7 to 7:15 p. m. with a 
rebroadcast from 11 to 11:15 p. m. 


“Annie” Signed Again 


Wander Company has renewed 
“Little Orphan Annie.” The pro- 
gram, for Ovaltine, is heard on the 
NBC Red network Mondays through 
Fridays from 5:45 to 6 p. m. The 


agency is Blackett-Sample-Hum- 
mert. 

Issues Chain Data 

National Association of Food 


Chains, Washington, D. C., has pre- 
pared a pamphlet entitled, “News- 
papers Condemn Punitive Chain 
Taxes.” Editorial opinions are 
quoted from newspapers’ which 
commented on chain legislation dur- 
ing 1938. The association has also 
prepared a refutation of some of 
Congressman Wright Patman’s 
charges against the multiple units. 


PHILA. 
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‘Industry Evaluates 


THE 


Wagner Act 


FACTORY’S Nationwide Survey Re- 


ported In January Issue Shows Industry 
Recognizes Need For Labor Law, But 
Objects To Present Law And Board. 


JP 20PosED as ‘‘a law to diminish the cause of labor 
disputes,” the controversy raging around the Wagner 
Act has heightened every year since 1935 when it became 
effective. 


Despite precipitating the greatest period of industrial strife 
in all American history, this much has been gained—the law 
has had a practical test of more than three years. 


In order to interpret the experience of plant executives in 
industry, FACTORY presents, in the January issue, a 
nationwide survey of exceptionally 
broad scope .. . the first comprehen- 


Pa 7 


sensus of opinion, but, to bring out differences of opinion 
on every feature of the law and its enforcement by the Labor 
Board. 


Contrary to many public utterances and quotations in the 
daily press, FACTORY ’S survey reveals that industry is ot 
opposed to the principle of unionization, nor does it fail to 
recognize the basic need for a law to safeguard the organiz- 
ing rights of labor. However, industry’s executives, in this 
FACTORY survey, smashingly indict the present labor law 
and the men who constitute the Board. In this respect, we 
believe FACTORY’S survey will provide a more accurate 
answer to what industry thinks about labor legislation than 
has ever been previously published. 


FACTORY opposed this Act even before it became law, 
because of its many obviously unfair features, and predicted 
the chaos it has brought about. We consider it a privilege 
to help industry bring its point of view on this vital legis- 

lation to the attention of the public 


sive survey ever made among plant 
executives experienced in the work- 
ings of the Act... executives whose 
companies employ 1,400,000 of the 
5,500,000 workers in the manufactur- 
ing industries. 


the country. 


FACTORY’S survey gathered 
information on 36 vital questions 
designed not only to draw the con- 


In order to disseminate widely in- 
dustry’s point of view on this vital 
subject. the findings of FAC- 
TORY’S ‘survey have been sent to 
every member of Congress, and to 
leading newspapers in all parts of 
Thousands of reprints 
are also being distributed by leading 
business and trade associations. 


and its legislators in true perspective. 


It is our belief that the summary of this 
survey, presented in the article titled, 
“Amend the Labor Law, Change the 
Board,” will provide interesting and 
valuable information for every citizen 
who believes that industry’s welfare 
and the nation’s welfare are closely 


allied. 


*the JANUARY 


FACTORY 


MANAGEMENT and MAINTENANCE 
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Legal Viewpoint, 
Two-Color Work 
"38 Highlights 


(Continued from Page 2) 


was stimulated by magazines’ new 
rate cards during the past year,” 
it was said. “Several magazines, 
including some in the women’s field, 
made black and one color available 
in half-page units in 1938. The 
trouble was that most of us didn’t 
know what to do about it—how to 
use these facilities intelligently. 

“Some sensational discoveries 
have been unearthed recently, as 
the result of experiments by lead- 
ing artists in Chicago and else- 
where. In some of the women’s 
magazines shortly to appear on the 
newsstands, you will see two-color 
reproductions of foods which will 
make you think that full color was 
used unless you scan the illustra- 
tions carefully. 

“Keeping pace with the magazine 
trend in color was the development 
of newspaper bleed borders in frac- 
tional pages. Pacific Coast news- 
papers seem to have pioneered in 


this respect and Shell Petroleum 
| has been making history with two- 
color bleed newspaper fractional 
units on the coast.” 


HARD-HITTING COPY 
CALLED 1938 HIGHLIGHT 

New York, Jan. 4.—Widespread 
appreciation of the value of hard- 
hitting copy as a selling tool, to- 
gether with a general return to 
basic principles of copywriting as 
the result of developments in copy 
testing, were termed today the out- 
standing copy trends of 1938. 

Another feature of the past year 
was the introduction of more show- 
manship into advertising copy, at- 
tributed by some experts to the 
influence of radio advertising. Com- 
mercial broadcasting is said to 
have shown advertising men how 
to combine entertainment and sell- 
ing in a judicious mixture calcu- 
lated to attain best possible results. 

Leo McGivena, president of 
Briggs & Varley, also pointed out 
that humor in advertising seemed to 
enjoy a rebirth, and declared that 
the year produced a number of 
examples of successful copy based 
on a humorous appeal. 


Readers Like Variety 


Mr. McGivena further noted a 
decline in the staid advertisement 
built around a square photograph, 


cy 
2 ft, 
jn 8 P cent br pea ” 
shi puilding unpt edente From The New 
sched a geod’ activity: York Times of Nov. 
time 27, 1938. 


black display, and a Gothic head- 
line. Reader surveys, he said, have 
shown that such copy does not get 
the attention earned by other types. 

Frank Coutant, research director, 
Pedlar & Ryan, called attention to 
the widespread use of the pictorial 
continuity technique, more com- 
monly called “comic strip advertis- 
ing.” While by no means new in 
1938, this style of copy was ex- 
tremely popular last year, he said. 

Mr. Coutant declared that with 
some exceptions, the public does not 
care for long copy. Shorter and 
more vigorous copy was the rule 
during the past year, he asserted, 
and the new interest in copy test- 
ing served to remind advertising 
men of the basic fundamentals of 
selling through advertising. 

Mr. Coutant termed 1938 copy 
less stylish and more hard-hitting 
than that of other years. He pre- 
dicted that forceful copy would be 
even more generally adopted dur- 
ing 1939. 


Mettee Joins Agency 


E. Garrison Mettee, veteran ad- 
vertising executive, has joined Ful- 
ton, deGarmo & Ellis, Inc., New 
York, as vice-president. In addition 
to servicing his personal accounts, 
Mr. Mettee will have general charge 
of coordinating the business of the 
agency. 


si a 


and Mat includes 


Rearmament Makes Some Markets 
FAVORED Territory 


There's no doubt, as The New York Times points out, that in 1939 


advertisers will find highly attractive and productive the territory where 


the nation's rearmament program is producing greater industrial activity. 


And that includes Troy, for within the 3!/2-mile A.B.C. City Zone radius 


are situated a United States Arsenal, abrasive, precision instrument and 


other plants which are important links in forging Uncle Sam's new armor. 


Including the 119,324 City Zone consumers and thousands more in the 


trade zone in the full range of your advertising can be done through one 


medium at only |2c per line. The Record Newspapers, the city's sole 


dailies, reach "everybody." 


MORNING and 


NEWSPAPERS — 


EVENING 


J. A. 
VIGER 
ADVERTISING 
MANAGER 


NEW BEER LABEL 


Jackson Brewing Company, New Orleans, 

has adopted a new label for its Jax beer, 

designed by Martin Ullman, New York, 

to present important selling points with- 
out overcrowding. 


Aluminum Co. 
to Continue Broad 
Institutional Drive 


(Continued from Page 1) 
papers was sufficiently gratifying 
to convince the company that it 
should continue this same general 
type of copy appeal in 1939. How- 
ever, the simplified style of copy 
which was easily and quickly read 
by the fast moving daily newspaper 
reader, is to be changed somewhat 
for the more leisurely reading Sun- 
day audience. The new copy is 
striking in its simplicity but is de- 
signed to make people think of the 
many contributions aluminum is 
making to the present standard of 
living.” 

The ads of the 1939 series will 
feature illustrations of workers in 
every walk of life. Copy will be 
conversational in style and will, in 
homey and simple language, show 
how aluminum enters into the life 
of almost every wage-earner. 

Mr. Carr also said that the list of 
papers on the schedule will be un- 
changed. The business paper list 
will likewise be carried forward 
without change. Fuller & Smith & 
Ross, Cleveland, is the agency in 
charge. The initial advertisement 
will be released next week. 


“? 


Copy Challenges _ 


U. S. Problem 
of Sanitation 


(Continued from Page 1) 


of the 800-line space, the copy was 
headed: “Our National Shame.” 
Mr. Reed declared: 

“Surveys just completed by the 
United States Government, cover- 
ing 8,000,000 homes in 203 cities, 
show 15 out of every 100 have no 
private water closets; 20 out of 
every 100 have no private baths, 
This average applied to our entire 
country means there are 4,500,000 
dwellings without water closets— 
6,000,000 without baths. 

“More startling are the figures 
showing that half the homes in 
some communities lack these pri- 
mary facilities. And when you con- 
sider the dangers of faulty, old- 
fashioned plumbing in daily use, 
you can appreciate the grave men- 
ace such conditions present to pub- 
lic health.” 

The copy went on to show that 
the same water and sewage mains 
that serve the slum areas serve the 
finest residential districts and 
pointed out that the health of the 
whole population depends upon 
pure water and prompt, safe re- 
moval of waste, both of which de- 
pend, in turn, upon good plumbing. 

The advertisement was a supple- 
ment to the company’s regular pro- 
motion schedule, according to the 
Blaker Advertising Agency, which 


handles the account. 


List Officials for 


West Coast Bureau Unit 


The makeup of the committee in 
charge of the Pacific Coast Division, 
Bureau of Advertising, American 
Newspaper Publishers Association 
has been announced as follows: 

Norman Chandler, vice-president, 
Los Angeles Times, chairman; Frank 
L. Baker, San Jose Mercury-Herald; 
General C. B. Blethen, Seattle 
Times; John Boettiger, Seattle Post- 
Intelligenter; Roy A. Brown, San 
Rafael Independent; R. A. Carring- 
ton, Jr., Los Angeles Examiner; 
W. H. Cowles, Jr., Spokane Spokes- 
man Review and Chronicle; Harry 
W. Ely, Scripps League of Newspa- 
pers; Lewis E. Haas, San Francisco 
Chronicle: G. C. Hamilton, Me- 
Clatchy Newspapers; Frank Jen- 
kins, Klamath Falls Herald-News; 
J. R. Knowland, Jr., Oakland Trib- 
une; Clarence R. Lindner, San Fran- 
cisco Examiner; J. M. McClelland, 
Longview News; Carl P. Miller, 
Wall Street Journal, Pacific Coast 
Edition; A. J. Tormey, San Fran- 
cisco News; Harry Webster, San 
Bernardino Sun-Telegram; S. R 
Winch, Portland Journal: 


Charles H. Prisk, Pasadena Star- && 


News and Post. 


—— 


REDICTIONS are in the air. Forecasts are being 

“4 made everywhere. We're not going to stick our chin | 
- out. Though we do have plenty to shout about. It is suf- 
_. fice to say that such outstanding Stars as Ivory Soap; 
Old Gold, Oxydol, Pillsbury, to mention a few, are step- 
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METHODS 


... AND THE THING BEYOND 


Colorado formed a definite radio listening habit 
back in the final days of the World War. Most 
stations had a policy of putting on a broadcast when- 
ever something of particular interest to the station 
But Colorado’s 9WH was different. 
Even then it was dedicated to the pleasure of its 


listening audience. 


Owner came up. 


It was on the air with regular 
daily broadcasts as early as 1918. 


Another red letter day was chalked up for 9WH 
in 1922. It then became the first station in the Rocky 
Mountain region to receive a commercial broadcast 
license. It became KLZ. Then came 1926 and affil- 


tation with the Columbia Broadcasting System. 


But the real radio renaissance for the Denver- 
Rocky Mountain area came in 1935. On August 1 of 
that year the management of KLZ passed to another 
Progressive and pioneering group ... E. K. Gaylord 
and other associates who had already achieved a 
Praise-worthy record of building up the Southwest's 


creg ae > . P . 
srestest newspapers and farm paper and Oklahoma's 


most listened-to and responded-to radio station. 
Since that time KLZ’s star has continued to rise 
higher and higher on Denver's sky. Men, methods 
and machinery have been coordinated in such a man- 
ner as to bring this comment from former governor 
Teller Ammons on the occasion of the dedication of 
KLZ’s 5,000 watt high fidelity transmitter in August, 
1936: “In one short year under its new management 


KLZ has given the people of Colorado a new con- 


a oy 
B.A 4.1 


CBS AFFILIATE - 


AFFILIATED IN 
WKY, 


MANAGEMENT 
OKLAHOMA 


WITH 
AND 


THE 
CITY —REPRESENTED 


ception of radio service. KLZ has ever been a trail 
blazer and a pioneer . . . the trail it is blazing today 
may well become a broad highway to carry its des- 
tinies onward and forward into a glorious future.” 

KLZ has gone far since its swaddling days of 1918. 
It has become one of the truly great names in modern 
radio ... a name that is constantly being linked with 
the biggest selling jobs in the Denver-Rocky Moun- 
tain area. 


CUVET 


560 KILOCYCLES 


OKLAHOMA 
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PUBLISHING 
KATZ 
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Pepsodent Separates 
Product Copy 
in 1939 Program 


Antiseptic Draws New 
Tie-up with Weather Re- 
ports in Papers 


(Picture on Page 1) 

Chicago, Jan. 5.—The Pepsodent 
Company has started the new year 
with several substantial changes in 
its advertising plans, principally in- 
volving separate campaigns for each 
of the company’s products and the 
possibility of a higher total budget, 
J. Baxter Gardner, advertising 
manager, disclosed today. 

In the past, Pepsodent copy has 
used the same space, for example, 
to stress the merits of both its tooth 
powder and tooth paste. The 
change has been made, according to 
Mr. Gardner, “because we felt we 
were leaving too much of a choice 
up to the consumer.” 

Also new on the Pepsodent pro- 
gram is a rotogravure campaign for 
its antiseptic and a schedule in 17 
Hearst newspapers which relegates 
the weather report to page two in- 
stead of page one, as an adjunct 
to small space Pepsodent copy. 

In line with the change in maga- 
zine copy is a stronger bid for indi- 
vidual, rather than general atten- 
tion, with the shift making it possi- 
ble to use specialized copy in media 
appealing to men and women, re- 
spectively. 
met by further varying the copy 
appeal, so that the masculine reader 
of copy in The Saturday Evening 
Post, for example, will receive a 
new angle to the 


Pepsodent story | 


Dual readership will be | 


when perusing general copy in Cos- | 


mopolitan. 

Tooth paste promotion will in- 
clude the Tuesday night Bob Hope 
radio show on a coast to coast net- 
work of the National Broadcasting 
Company and a substantial list of 
women’s magazines. 

Tooth powder will be advertised 
in the general weeklies and month- 
lies plus several of the women’s 
groups. The American Weekly will 
be used for both products, although 
copy will be separate. Insertions 
will run from two-thirds pages up 
to bleed page size. 

75 Cities Get Copy 

Copy for the antiseptic will ap- 
pear in the Metropolitan Group, the 
Midwest Gravure Group and the 
Pacific Gravure Group. Rotogra- 
vure has been used on other Pepso- 
dent products, although not in the 
past few years. A black and white 
schedule for newspapers is also on 
the program. In all, newspaper 
and rotogravure copy will cover 75 
cities. 

Pepsodent’s use of the “weather 
report” copy calls for a schedule 
of 28 lines three times a week in all 
Hearst newspapers. The latter are 
making this same space available 
to other advertisers on other days, 
and although there have been sev- 
eral takers in various Hearst cities, 
none is using it to the extent that 
Pepsodent is. 

Scheduled for the uncertain 
months of the year, as far as weath- 


er is concerned, this copy will be | 
devoted in large part to the anti- 
septic’s health value. However, its | 
use as an antidote for bad breath | 
is also destined to receive some 
emphasis 

Three of the 17 Hearst newspa- 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


Acting as eastern advertis- 
ing managers and staff 


pers are tabloids and thus have not 
always given the weather report 
the page one position it occupies in 
the great majority of standard size 
newspapers. On the other 14 news- 
papers, however, the change is one 
likely to excite considerable com- 
ment from readers long accustomed 
to looking first at the weather fore- 
cast. 

Lord & Thomas is the Pepsodent 
agency. 


Moran Advanced 


Bruce Moran has been advanced 
to executive vice-president in 
charge of Gottschaldt-Humphrey, 
Atlanta office of C. P. Clark, Inc., 
Nashville agency. M. D. Epstein 
has been named vice-president. 


= 


Apple le Growers of 


Michigan Dratt 


Advertising Bill 


Grand Rapids, Mich., Jan. 4.—The 
Michigan Apple Institute completed 
a tentative draft of an apple ad- 
vertising bill here last week which 
will be presented to the state legis- 
lature early this month, designed 
to give a broader scope to campaign 
possibilities than has obtained in 
past years. 

The bill is patterned after the 
Florida citrus fruit advertising law 
and the Washington State apple 
merchandising law. It contemplates 
an excise tax of one cent per bushel 


| HeRIGHT EOUIPMENTys Bota Ae tay Sod 
| pls \DEAS pLees EXP 


Air conditioning and air handling that gets 
results is seldom an accident. 


Use equipment too large, and you’ve wasted 
money in first cost. 
small, and you’ve sacrificed on performance. 
And always present are variables that must 
be solved correctly, if you are to have a satis- 


or two cents per hundredweight on 
the Michigan apple crop to finance 
an apple advertising and research 
program. All apples would be tax- 
able except those which were sold 
direct to vinegar factories. 

The bill would be administered 
by an 1l-man board, all of whom 
would be required to work without 
salary, but with expenses paid. Eight 
of the 11 members of the commis- 
sion would be producers, who dur- 
ing the past five years obtained the 
major part of their income from 
the production of fruit. The other 
three would be a wholesaler, cold 
storage operator, and a retailer. All 
terms have a duration of three 
years and are to be appointed by 
the governor. 

Besides seeking new uses for ap- 


Use equipment too 


factory installation and trouble-free service. 


Yes, in anything as technical as air con- 
ditioning and air handling, it pays to have 
the advice of experts. 


Clarage Fan is a specialist in this ONE 
field. We manufacture nothing but fans, 
blowers, air washers, unit heaters, coolers 


and complete conditioning equipment. 


And 


our experience dates back a quarter-century. 
If you have any “air problem”’’--no matter 


how unusual or exacting the requirements-- 


Clarage engineers will have sound ideas as to 


its solution. 


They can recommend the RIGHT equip- 
ment for the Clarage line is complete, and 
from our wealth of experience will come many 
suggestions for promoting utmost economy. 


CLARAGE FAN COMPANY. xatamazoo, micu. 


SALES ENGINEERING OFFICES IN ALL PRINCIPAL CITIES 


NATION-WIDE SERVICE 


In every major industrial cen- 
ter, there is a Clarage sales- 
engineering office, manned by 
air conditioning and air hand- 
ling experts. 
telephone, or write us. 


ples, the bill would seek to promote 
their sale and to instruct buyers as 
to variety of Michigan apples ang 
the uses to which each should be 
put. Collection of the tax is to be 
effected by sale of stamps placeg 
upon the packages or upon the bills 
of lading. The Washington growers 
use a similar method and report 
that in the past three years the 
bill has worked out very satis. 
factorily. 


To Campbell-Lampee 


Trevor E. Hodges, Ltd., New 
York, furniture and antiques, has 
appointed Campbell-Lampee, New 
York, to direct its account. Class 
magazines, business papers and di- 
rect mail will be used. 


ERIENCE.. 


‘oats Oa wee 


AIR CONDITIONING 
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VenTiiarion 

FACTORY HEATING 

MECHANICAL DRAFT 

“FANS and BLOWERS 

INDUSTRIAL NEEDS 


Use your local 
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Vermont Dealer 
in One-Man Drive 
to Beat vig Law 


Burlington, , Jan. 5.—Belmont 
Frank, owner ie Frank’s Economy 
Store here and one of the most vig- 
yrous s opponents of minimum price 
ve in the entire country, has 
7 ned “The Story of Price Fixing, 
».ee Raising,” a presentation con- 
narned chiefly with thwarting pro- 
d Vermont laws on fair trade 
tices and loss leader selling. 
» this booklet, Mr. Frank has in- 
ied reprints of numerous articles 
»d news stories concerning price 
axing a term to which Mr. Frank 


always appends “price raising’— 
copies of letters sent Mr. Frank sup- 
porting his stand and a preliminary 
article in which the latter relates 
his arguments against price fixing. 

“Price fascism” is not new, Mr. 
Frank asserts. Attempts to fix prices 
have been going on for 25 years. 
Among early proponents of price 
fixing, according to Mr. Frank, was 
William H. Ingersoll, the watch 
manufacturer. 

“He cited the importance of the 
retail store to the nation, said there 
were 1,250,000 in the country, and 
expressed a fear that monopolies 
would reduce that number. 

Arguments Unchanged 

“He used the same arguments 

then,” Mr. Frank continues, “that 


are employed in favor of ‘Fair 


Trade’ price fixing today. What 
would he have said—or those who 
echo him today—to the fact that 
retail stores have not decreased but 
have increased from 1,250,000 to 
1,500,000?” 

On the question of loss leader 
selling, Mr. Frank assails the theory 
that it is always possible to set a 
definite figure as the cost price of 
an article. 

“Let’s take an example,” he asks. 
“Elgin electric shavers are quoted in 
the New York wholesale market at 
$16 a dozen. When purchased in 
quantities direct from the manufac- 
turer, the price was $12 a dozen 
but now from the same source at 
$9 a dozen. What is the cost of 
one? What will the consumer pay 
under Loss Leader Laws? At $16 


a dozen a small retailer aided by 
loss leader laws will sell a razor 
for $2 or a mark up of 50 per cent. 
Quantity buying permits a retail 
price of $1 or a mark-up of 33 1/3 
per cent. Who pays for loss lead- 
ers? What is a loss leader? Define 
cost! It just can’t be done.” 


Houbigant Names H&P 


Hartman & Pettingell, New York, 
has been appointed by Houbigant 
Sales Corporation, New York, to 
handle advertising of Cheramy and 
Houbigant perfumes and cosmetics. 


»| Robert C. Brown is account execu- 


tive. The agency will move its 
offices in February to the 15th floor 
of the Associated Press Bldg. in 
Rockefeller Center. 


and Air Conditioning Equipment 


“For the last five years,” 


j Michigan, * 


| year before. 


writes Mr. R. R. 
Ware, Vice-President and General Manager 
) of the Clarage Fan Company, Kalamazoo, 
‘we have concentrated our adver- 
tising to executives in the columns of your 
| magazine, and each year our investment in 
Business Week has been stepped up over the 


“Our investment in your paper over this 
five-year period has not been due to any blind 


> ‘guess’ on our part that the advertising was 


BB dition: socal 6 
: aiconing equipment, 


J 


much better appreciation and understanding 
among executives of the economies and su- 
periority of Clarage air handling and con- 


i/susin 


# The Executives Business Paper 


~ profitable. We tested as we went along, and 
we know that Business Week has been very 
helpful in stimulating sales by building a 


With 103,000 paid subscrib- 
ers and more than 270,000 
other readers, BUSINESS 
WEEK reaches more execu- 
tives per advertising dollar 
than any other general mag- 
azine or general business 


ADVERTISE IN 


A McGRAW-HILL 


PUBLICATION 


N ADVERTISING ~~ 


Because BUSINESS WEEK stimulates sales 
. for CLARAGE FAN COMPANY'S Air Handling 


That the experience of the Clarage Fan 
Company is typical rather than unique is 
indicated by Business Week’s rise from a 
position of 23rd place, in 1933, to 6th place 
in 1938 among all magazines, measured by 
Printers’ Ink, in total pages of advertising. 


330 W. 42nd St., New York 


|;every community 


McKesson Asks 
Public to Overlook 
Crude Drug Scandal 


Newspaper Copy Em- 
phasizes Importance of 
Consumer Goods 


New York, Jan. 4.—A direct ap- 
peal to the public, through news- 


paper advertising, marked an at- 
tempt this week by William J. 
Wardall, trustee for McKesson & 


Robbins, to offset the effects of un- 
favorable publicity focused upon 
the old drug house through the sen- 


sational Coster-Musica revelations. 


Copy appearing in 64 cities from 
coast to coast called attention to the 
economic importance of the com- 
pany’s operations and emphasized 
the fact that business is going on 
as usual. 

The newspaper message was 
headed: “Facts about McKesson & 
Robbins,” and the text said: 

“Sensational criminal charges 
against former officers of McKesson 
& Robbins, Inc., relate to a wholly 
fictitious operation by them in crude 
drugs. This fantastic situation has 
tended to obscure the all-important 
fact that the essential services 
which this organization performs 
are continuing on a sound basis and 
without interruption. 


106 Years Old 


“This company has been in busi- 
ness 106 years—employs 7,500 peo- 
ple—has 15,000 stockholders — 
maintains 65 drug merchandising 
branches whose average age is 63 
years—is staffed by executives who, 
as managers of local wholesale 
houses, have established enviable 
reputations for honesty and integ- 
rity—serves retailers in practically 
in the United 
States with high grade products of 
leading manufacturers as well as 
quality products of its own manu- 
facture. 

“Suppliers are continuing to dis- 
tribute their products through us— 
retailers are continuing to buy from 
us—consumers who have used Mc- 
Kesson products through the years 
are continuing their local patronage 
—our plants and laboratories are 
continuing to produce merchandise 
in accordance with the high stand- 
ards that have been steadfastly 
maintained for 106 years —our 
wholesale branches are continuing 
their service in the public’s interest 
uninterruptedly.”’ 


Uses Business Papers 


In addition to the newspaper 
copy, the trustee used full pages in 
13 drug trade papers, bearing the 
message: “Business as usual—The 
real test of any organization is the 
same as with an individual—how 
does it take the bumps? We have 
had a bump—but any American 
business 106 years old should have 
learned how to take it. We believe 
we've learned.” 

Present plans do not indicate an 
expansion of the institutional effort. 
Although placed by Bowman & 
Columbia, the campaign is entirely 
separate from regular McKesson & 
Robbins product advertising, which 
is being continued according to 
schedule. 


“Helle, Ogden Kaiffia” (Sherman K. Ellis & Co. Chicage) 
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Increasing Food Consumption 


Henry A. Wallace, 
Agriculture, 
not favoring advertising of specific 
food products, on the ground that 
it merely transferred consumption 
from one branch of the farm prod- 
ucts field to another. He pointed 
out that the human stomach has a 
limited capacity. In dealing with 
the surpluses of agricultural crops 
used for food purposes, however, 
Mr. Wallace and his associates in 
the department have developed a 
new philosophy which may not 
only change distribution and mer- 
chandising practices, but affect the 
employment of advertising in the 
food products field. 

The theory is that with a sub- 
stantial percentage of the popula- 
tion—perhaps the lowest third of 
which President Roosevelt so often 
speaks—consuming less food than 
they want and need, there is a 
potential increased consumption 
which would take care of a large 
part of the food surpluses grown on 
the farms. The problem is not one 
of expanding stomachs, but of pro- 
viding the food which those stom- 
achs could comfortably hold. 

An approach has already 
made toward a_ solution through 
organization of all of the factors 
involved—growers, packers, dis- 
tributors and transportation com- 
panies. A number of distribution 
operations which were staged for 
the purpose of moving surpluses 
overhanging the market apparently 


Secretary 


been 


of | succeeded in 
used to be quoted as | 


) other 


accomplishing their 
purpose. The growers and all others 
involved took lower prices and nar- 
rowed margins of profit—but the 
surplus was cleaned up and many 
consumers were able to buy prod- 
ucts in quantity which would have 
been impossible at normal prices. 
This is a different idea from the 
so-called two-price marketing plan 
which was first credited to Secre- 
tary Wallace, even though it does 
contemplate, if necessary, a certain 
amount of government subsidy. But 
the principal savings to consumers 
would be provided through less ex- 
pensive methods of distribution, 
cash-and-carry retail sales and 
other devices. Incidentally, the 
campaigns for the sale of surpluses 
already staged have necessarily in- 
volved advertising, because no mat- 
ter how unusual an offering is, the 
public still must be told about it. 
Some advertisers justly fear 
the development of a government- 
sponsored marketing plan which 
will place at least temporary em- 
phasis on low prices, at the expense 
of trade-marked and _ well-adver- 


tised brands. It is possible, how- 
ever, that the benefits may out- 
weigh the disadvantages. For one 


thing, volume 
the 
make 


operations for all of 
distribution machinery will 
for prosperity through in- 
employment, and for an- 
the removal of surpluses is 
necessary to the maintenance of 
normal prices and market stability. 


creased 


Does the Advertiser Control? 


Many critics of the press and | Dispatch, in which Sidney R. — 
fond of saying that the | vice-president and treasurer, 


radio are 
channels of communication 


trolled by advertisers. They insist 
that there cannot be a free press 
or a free radio because the exist- 


ence of these media is made possible 
only through revenue obtained from 
advertising There- 
expression of 
and the 
is deprived of access to facts 

The is that the 


press because it 


appropriations 


fore, they assert, free 


opinion is impossible public 
of course, 
only 
to look to political sources 
inews of Its 
Zive it the 
endent, and advertisers 
nough to know that only 
by being independent can publica- 
tions, well 
successfully 


answer, 
is free does 
not have 
the 

tising revenues 


to be inde; 


for wal adver- 


strength 
are WISse ¢ 


as as radio, continue to 


serve and 


as advertising vehicles 


acceptably 


| 
are con- | Baer 


Stix, 


& Fuller Company, declared 


| . , os 
that no advertiser with vision could 


|to expediency, 


;can 


The situation Was we ll stated 
from the advertiser's viewpoint in 
a recent issue of the St. Louis Post- 


desire to exert a measure 
of control upon the press. 
“Advertisers spend their money 
in newspapers which are the most 
productive to their individual enter- 
without regard to the edi- 
torial or policies of the 
said. “The best results 
invariably closely allied with 
and dependent upon circulation. 
“If a newspaper 


possibly 


prises, 
news 
papers,” he 


are 


sacrifices truth 
it will sooner or later 
by public 
confidence. 
its 


be condemned 

and lose public 
such conditions 
soon become 


opinion 

Under 
influence will 
negligible and its cir- 
culation will decrease.” 

Neither publisher nor advertiser 
afford to undermine a strong 
medium through efforts to warp or 
control its freedom of expression 
and its publication of the truth 


— 


BARNYARD COPY STIRS HAVOC 


Not So Sure 


Our large and noisy staff of look- 
er-overs doesn’t quite know what 
to make of this unusual stocking 
advertisement which L. Bamberger 
& Co. ran in Newark papers recent- 


a } 

ws x / ( 
ae 

A Ze 
AP 
“Clip 
Wi 
Sag 


ed e 
“Crepe de have STOCKINGS 480 008 CLPRESSLT FOR L RAMMERCER 20) SET ORR SS 


ly in eight columns, slightly less 
than page depth. They all agree 
that it has eye appeal because of 
its unusual treatment, but that’s 
about as far as they can agree. 
Perhaps we had better let the lay- 
out speak for itself, with the brief 
explanation that it is a Christmas 
gift ad addressed primarily to men. 


Our Own Forecast 

Just because no one has asked us 
to peer into a crystal ball, we're 
bound and determined to give you 
our very own advance dope on what 
1939 will hold, to wit: 

The Federal Trade Commission 
will publish an elaborate brochure 
at government expense, stating its 
firm belief that advertising is so 
useful to the public that the FTC 
need no longer continue its polic- 
ing duties. 

Three well-known advertising 
agencies will refuse to accept a mil- 


lion-dollar account on the ground 
| that the agency which already has 
the account would be embarrassed 
if it lost it. 

The word “syzygy” will be used 
more frequently in advertising than 
»the word “amazing.” 

A prominent automotive adver- 
tiser will urge the public to buy his 
1940 model because it hasn’t been 
changed in any particular from the 
1939 model which is giving satisfac- 
tory service to hundreds of thou- 
sands of owners. 

The 
vertisers will invite space salesmen 
to attend all sessions of its mectines 
giving each publication five hours 
in which to make a detailed presen- 
tation. 

An advertising agency will resign 
j}all its accounts, giving each client a 
six-hour course in the Townsend 
system and advising each to save 
the 15 per cent commission by hav- 
| ing the office boy write all advertis- 
|ing thereafter. 
| Five hundred and twenty-three 
advertisers will switch from photo- 
graphs to water and 
paintings; 
paintings 


colors oil 


and water colors to color 


Association of National Ad-| 


522 will switch from oil |smoke 


US, ~y /] 


>> 


Cappe r’s Farmer. 


“l wish that painter fellow hadn't made that picture on the barn so realistic.” 


Ad-libbing 


photographs; 406 will change from 
color photographs to wood-cuts; 
and 261 will give up all illustrative 
technique in favor of dignified lay- 
outs printed entirely in yellow. 

The Institute of Distribution. 
Limited Price Variety Stores As- 
sociation and 17 allied groups will 
launch a huge campaign to tell the 
public that chain stores are too big. 
and that the Patman bill should be 
enacted into law immediately. 

Heinz will admit that there have 
always been more than 57 varieties; 
in return, Macy’s will buy spreads 
and double trucks in all the leading 
newspapers and magazines to an- 
nounce its conviction that resale 
price maintenance is “the greatest 
boon to the buying public since the 
invention of price tags.” 

A prominent space buyer will 
send desk sets at Christmas to every 
space salesman who has called on 
him; and 5,656 space salesmen will 
make appointments with psychia- 
trists. 

The Woman’s Christian Temper- 
ance Union and the Distillers’ In- 
stitute will join hands in a coopera- 
tive campaign to stamp out the evils 
of gum chewing. 

The United States Post Office will 
refund $8.58 in first class airmail 
postage on a plate which did not 
arrive in time for use because the 
plane was grounded. 

A prominent professor of psy- 
chology will admit he doesn’t know 
anything about advertising; ditto a 
leading feminist; ditto the president 
of a company employing six agen- 
cies; ditto the advertising manager's 
wife. 

John Jones, copywriter, won't bat 
an eye when 63 pieces of his copy 
go through the hands of the copy 
chief, the account executive, four 
vice-presidents, and a meeting of 
the client’s board of directors, with- 
out a single correction. 

An artist in Siwash will do 15 
sketches for 15 different agencies 
without a single suggested change. 

Newspapers in 26 metropolitan 
areas, bowing to requests from local 
stations, will print complete radio 
program information, along with 
sponsors’ names, on Page 1. 

A national magazine will set up a 
special department to criticize the 


statements of advertisers in each 
issue. 
Nudes, semi-nudes and demi- 


nudes will be 
leries. 


seen only in art gal- 
Following complaints from retir- 
ing guests, spectaculars in Times 
Square will be shut off at 8 p. m. 
so that their flashing lights will not 
disturb sleepers in nearby hotels. 


Jottings 

And the Ash Bros., of Springfield, 
O., are living up to their name with 
small newspaper space plugging the 
funniest - looking smoking utensil 
your correspondent has ever seen. 
It looks like an overgrown cigar, 
and you stuff the tobacco inside, 
somehow. “Doctors, Professors, 
Lawyers, Businessmen and others | 
say: While different, gives the best 
they ever had,” according to 
Ash Bros. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1449. A Report of True Story 
Magazine’s Male Readership. 


True Story Magazine has issued 
this study compiled from Starch fig- 
ures as a supplement to data in the 
Consumer Magazine Report for the 
12 months ending June 30, 1938. 
This new report contains perfo- 
rated, transparent overlay pages 
which may be placed over corre- 
sponding figures in the current 
Starch report to show the corrected 
picture of reading habits of men 
in wage-earner families. 


No. 1450. Rotogravure is 
Spotlight. 

This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
tion of rotogravure copy, with ex- 
amples of type, photographs and 
color, and case studies of a number 
of successful rotogravure advertis- 
ers. It also provides figures on 
newspaper readership based on Gal- 
lup reports, showing the extent of 
the rotogravure section’s audience. 


No. 1448. 12 Women. 


The Philadelphia Inquirer has is- 
sued this brochure, which is de- 
voted to the 12 women writers and 
their departments covering fashions, 
home-making, gardening, shopping, 
cooking and other features of par- 
ticular interest to the paper’s wo- 
men readers. The brochure shows 
how these feature writers create 
for advertisers a valuable family 
audience in the Philadelphia area. 


in the 


No. 1447. How 103 Plants Buy En- 
gineering Equipment. 

This survey, issued by Power 
Plant Engineering, covering a cross- 
section of subscriber plants, pro- 
vides detailed information on sizes 
of installed equipment, personnel 
structure of the engineering de- 
partment, and titles of individuals 
who recommend purchases, specify 
kind or make, and place the pur- 
chase order. 


No. 1440. 
Records. 


catalog of Speedy-Q sound effect 
recordings, which lists just about 
everything from the peaceful sound 
of linnets and meadowlarks and low 
tide at night to cannon, rifles, pis- 
tols, ricochet bullets and roaring 
lions. The advantages of the split 
second cues, the cost and other de- 
tails about the records are given. 


No. 1441. The Country Weekly—We J 
or Dry? 


by Woodyard Associates, coopera- 
tive group of country weekly pub- 
lishers, among its 2,113 members 


ing in the states which permi! 
liquor advertising, and the week- 
lies’ attitude toward beer copy ™ 
all 48 states. 


No. 1429. Curiosity. : 
Details of readership and mat J 
ket coverage are given in thi] 
survey report issued by School Arm & 
magazine. The analysis shows w! § 
recommends for purchase and wh 
actually buys art and craft supplies fi 
for public schools, where these sup 
plies are purchased, and the pa 


No. 1435. Who Reads The Iron Av’ & 


In this analysis, The Iron A% 
classifies its readers according ' 


| groups of related manufacture® € 


The study provides a cross-secti® . 
lof the publication’s readership 

machinery, metal goods, shipbuil* 
ing, automotive and many oth 
fields. 


Speedy-Q Sound Effect § 


Charles Michelson has issued this § 


This is a report on a survey made § 


The survey covers spirits advertis- J 
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played by School Arts in the el ; 
teaching field. = 
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T HE SEBROF process, by which these strik- 
; | ing 24-sheet posters were produced, is a 
poster-making technique whereby honest, 
accurate reproductions of color copy are 
assured... . The critical, all-seeing camera 
lens is employed IN ALL THE COLORS to 
augment the craftsmanship of trained poster 
artists. .. . Make no mistake about it, Forbes 
SEBROF posters are the finest posters you 


can buy. 


AGENCY: D ARCY ADVERTISING COMPANY 


) FORBES sass 


NEW YORK + CHICAGO + CLEVELAND + ROCHESTER * DETROIT 
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If a Gift’s a Gift 
It's Taboo to Give 


Camden, N. J., Jan. 4.—State 
Beverage Commissioner Bur- 


Plan Reorganization of 
Portland, Ore., Ad Club 


In an effort to bring about reor- 
ganization of the Advertising Club 


Solves Mystery of 


Hodge Leaves 
What Happens to 


Byllesby to 


* - * ~ 2 
M ] Advertisin of Portland along professional ‘ 
al g rather than civic club lines, E. D. nett, who has been quoted be- 
Youngstown, Jan. 4 Intimate Smith, Jr., last year’s president of fore as a critic of certain types 
details of the tortuous course trav-|the club and Portland advertising of liquor copy, this week took ecome ounse or 
¥ ai marcel manager for the Pacific Telephone & a new tack in cracking down on 
crea DY pease OF Cw ee na Telegraph Company, has appointed the Quality Liquor Company 
tha 4 ; “14 he “s i YY nt _— . "IIc ‘ 
the time it leave the transmitter! 4 committee to study possible ways here which proposed to reward Ends 28 Years’ Tour 
until it reaches (or fails to reach) and means. | : regular customers with holiday 
the ddressee have been investi- Members include E. Palmer Hoyt, i : > chine dishes and ti Pi 
agar nav nig anager of the Oregonian Publish- gifts of novelty china dishes anc as romotion 1oneer 
gated by the Youngstown Industrial ,M@nasber oO ae 4 ai cream pitchers. The sentiment, ley? 
7 “pi ° ing Co.; Frank Taylor, publisher cf : ose ; for Utilities 
Marketer chapter of the Na- the News-Telegram: P. L. Jackson,| said Commissioner Burnett, is 
tional Industrial Advertisers Asso-| publisher of the Oregon Journal: fine—but omission of advertis- 
ciation Paul Deuber, Portland manager of ing matter on the gifts as was Chicago, Jan. 4.—In announcing 
Based on replies from 277 manu- | Foster & Kieiser; Alan Rinehart, planned, is taboo. Regulation the end of his long service with the 
facturers. tl tudy reveals. among |¢xecutive of the Beaver Engraving = 30, rule 20 (apparently written Public Utility Engineering & Service 
‘ ds Bars ess “ M4 . . | == . ‘ ° > ° n ¢ 9) oor y . . a oa ss 
se Mitees ti math is neelied te Robe rt 7 eo goes of without due regard for holiday |Corporation, William H. Hodge, 
ae ” “a _ | the Pacific 7 _ down i sentiment) bars retail liquo1 for many years vice-president in 
in different offic vho opens it;) Association, and Joseph R. Gerber, iiaicis te ia mun allie nonte af slvatiane anh wiles 
who decide ts distribution; who! president of Gerber & Crossley, Inc., oe Sec ae a we ae —— = Ss * pe stats 
, advertising agency with the sale of liquor except |for it and predecessor companies, 
has the authority to destroy it be- | 4 sing ag Jy: ae , hy Mersensee , 
t advertising novelties of nominal this week expressed the hope of 
fore it reaches the person to whom : = . P 2 : ee 
‘ value. being able to continue his service 
re » “ h ‘ns oge . 
- acuressed; what happerm : Silex Gets New Break to the utility field. Mr. Hodge 
mail addressed to companies, and) ne failure of De Witt Schuyler, opened offices in the Civic Opera 
un . 77 tha o ( 66 re ‘ . ry ° .@ - . : ilj 
what effect the legend “personal Albany Times-Union columnist, to Drive for Fair Crowds building here Jan. 1 as a _ utility 
has on mail handling spell correctly the word “silex”’ on ; counselor, his old organization ex- 
The material in the report is|a spelling bee broadcast over Sta- The city of Ashland, Ore., has be- | ~~". Page sete age ri 
, ; laa a West Coas swspaper ad- | Pressing its appraisal of his ability 
tabulated according to ten different | tion WOKO, was the cue for a gun a West Coast newspaper ad- | te theenenionn thle fivat client 
fics .|unique advertisement inserted by | vertising campaign to the San Fran- | 9Y Decoming Nis Hrst ¢ . 
product classifications and nine 1 : - ha Mr. Hodge. who has made many 
vy roup Copies are | Silex Company in Albany papers, cisco world’s fair crowds to Ashland | r. Hodge, who has made many 
. }pe SIZC £ ) > ~ « 5 . - . ” . . . . . . . 
comp me grou} ' I . the | bearing the headline: “‘Memo to De for its annual outdoor Elizabethan | contributions to his chosen field, be- 
availa ue to non-memn is - Witt Schuyler.” Copy read: “The Shakespearean festival in August. | lieves that utilities have a new role 
paced gig ee word is Silex. You spell it S-I- Gordon Claycomb, “ys a a to play in merchandising. With 
ociation, 100 KE. Ohio street, Chi- L-E-X. It means better tasting cof- publicity director, wil weet URE | « uiedieenes producing so many 
cago, at $1 each fee. campaign. 


new electrical appliances, the con- 
sumer stands in need of advice and 
interpretation, which the electric 
and gas companies are in an ideal 
position to provide. At least a part 
of the expert’s efforts will be di- 
rected into this channel. 


Started as Publisher 


Mr. Hodge joined H. M. Byllesby 
& Co. in 1910 as manager of the 
newly created publicity department, 
after he had demonstrated a genius 
for stating the case of utilities in 
such simple terms that the veriest 
tyro could grasp the principles in- 
volved. Four years previously, Mr. 
Hodge had joined H. J. Condon in 


Putting Your Prospects 
in a Buying Mood 


Among the groups of products to be 
monthly created to espouse commer- 
cial ownership and operation of 
utilities, as opposed to public, polit- 
ical ownership. 
He made an 
state regulation as pioneered in 
| Massachusetts, Wisconsin and New 
| York, as well as all phases of util- 
ity administration. He established a 
| publicity and advertising service for 
utilities, and as he became known as 
an authority in the field, was called 
on for special services by many of 
tion with an outstanding series of articles will put your hospital prospeets in a buy- nly age yg ny Poy 

Raid ’ —_—_* Ses ing mood. and will center attention on the Arizona; Oklahoma Gas and Elec- 

on purchasing under the general subject 1 tric Company, Omaha Street Rail- 
way Company, Muskogee Gas and 
Electric Company, San Diego Con- 
solidated Gas and Electric Company, 
Commonwealth Edison Company 


| ee buy a wider variety of 
materials, equipment, supplies and 


foodstuffs than any other type of institu- 


dealt with specifically are hospital furni- 
ture and equipment. medical and surgical 


tion, vet little direct material on buyman- supplies. food products and equipment. 


ship is ordinarily published in the hospital housekeeping supplies. mechanical and 


press. building supplies and laundry equipment 


During the coming months HOSPITAL and supplies. 


MANAGEMENT will remedy this situa- 


It is obvious that this series of articles 


of “More for the Hospital Dollar.” products you and other hospital suppliers 


have to sell. 

The purpose of the series is to impress 

; , — ¢ We urge you to take advantage of this 

on hospital executives the necessity for the ; ; - Arca = 
son Company, and others. 

In 1909, Mr. Hodge was called to 
Oklahoma City where a local com- 
pany was seeking a franchise on 
which the electorate was to pass. He 


, se : unusual series in two ways: 
adoption of the most efficient methods of ; . 


buying: proper organization of purchasing 1. Cooperate with us in supplying use- 


facilities: correct” policies regarding the ful, factual information with reference to prepared 12 pages of newspaper 
, : : ; . . . — copy full of facts so simply pre- 

ri of stores ane entories, and, the purchase of products in your line. for : Dt} 
operation of stores and inventories, and | ; I : sented that none could misunder- 
in general, getting the greatest possible use in connection with the series. | stand the message. The voters cast 
their ballots in favor of the fran- 


de ‘ eae oie” le : ' ‘ . ‘ . | chise, anc s Mr se bec: > 

value for each dollar expended. 2. Make use of the series as perfect chise, and thus Mr. Hodge became 
the creator of a new technique. 

i i ‘ ane . P opens 4 . » ¢ or ial y ‘ - 

In addition to the development of gen- background material for your advertising Evolution of Duties 


messages to the hospital field. extolling the Mr. Hodge's work with Byllesby 
was to establish a central advertis- 


ing department which could keep 


eral information on purchasing problems. 


this series will discuss the purchase of merits of your products under the most 


i. favorable sales-making auspices ever set up local units provided with effective 

a . . *,* . é ‘ » i »g* i Pt 7 ‘cs Tse —_- . ° 
«<0 various groups of commodities required by : . S I I advertising in the light of local con- 
ie ; ; _ nr ee in the hospital field. ditions. For many years practically 
a hospitals, with reference to standardization lall of the advertising used by the 
: : ; , ; . ' . Byllesby properties was supplied by 
of quality. determination of values, and Complete details are yours for the . owe PI — 
. his department, much of it being 
a reliable sources of supply. asking. written and all being closely super- 

7 ae | vised by him. 

Le At the same time, he realized that 
4 * aa the evolution of the industry meant 
~~ that eventually local companies 


would have to undertake this func- 
tion and he devoted much of his 
time and effort to the development 
of men who could assume these im- 


Hospital Management 


Phe National Magazine of Hospital Administration ——— a a a 
c whom he tutored was Thomas H 
; Kettle, who as advertising mana- 
100 E. Ohio St.. Chicago — 330 W. 42nd St... New York (! ) t ger of the Northern States Power 
eee ae ee a slnie duis i ea Company, Minneapolis, shared with 
Pacific Coust rep tati Don Haurways A ¢ ! Angel and San Franei j } é Mr. Hodge creation of local n “wspa- 
per campaigns which figured in the 
Harvard awards in 1928 and 1929 
; = ye ‘oe 2 eo See S. be 
: a eh. ee ‘ = 2 


establishing Public Service, a| 


Ce 


BROADENS FIELD 


William H. Hodge 


This was said to be the first recog 
nition accorded utility advertising 

Mr. Hodge also became known a 
an authority on public utility fi- 
nancing and used a _ considerabl 
volume of advertising in selling pre- 
ferred stock direct to customers. He 
served as chairman of the first com- 
mittee making a report on the sub- 
ject to the National Electric Light 
Association, wrote “The Ten Car- 
dinal Principles of Customer Own- 
ership” which the NELA adopted 
both as a definition and a code of 
standards, and coined the term, 
“customer ownership” by which the 
plan became known. His efforts 
were credited with a large share in 
enabling the Byllesby properties to 
maintain their financial integrity 
and the performance of adequate 
public services during and immedi- 
ately after the war. 

Utilities in Merchandising 

Mr. Hodge recalled with interest 
the enlightened policy of the utili- 
ties which, as adequate local dealer 


|/outlets were created, resulted in a 


intensive study of | 


diminution of sales effort on stand- 
ard appliances. Some years ago, the 
hue and cry over utility merchan- 


|dising resembled that in vogue to- 


day with the chains as the antag- 
onist. Only one. state, however, 
passed a law, due to the fact that 
local merchants themselves realized 
that utilities were their staunchest 
ally. 

Mr. Hodge believes that in most 
cities, at least, utilities will with- 
draw still more from the picture, 
maintaining promotion chiefly in 
behalf of new products whose ex- 


/ploitation is not clearly understood 


(Chicago), Southern California Edi- | 


by independent dealers. At the same 
time, their interpretative duties will 
become heavier, since in the words 
of the expert, “The interests of the 
utility and the consumer are iden- 
tical, and the former must place all 
of its specialized knowledge at the 
command of the latter.” 


Distributes Scroll 


Repreductions of 98 retail ad- 
vertisements featuring Sanforized- 
Shrunk shirts which were placed 
Paul Deuber, Portland manager of 
in newspapers during September, 
October and November by leading 
department stores throughout the 
country have been distributed by 
the Sanforizing Division of Cluett, 
Peabody & Co. in a 32 foot seroll. 


Joins Penton 


John W. Greve has joined Ma 
chine Design, Cleveland, as associat: 
editor. A graduate of Carnegie In 
stitute of Technology, he was for 
merly with Westinghouse Electr! 
& Mfg. Company, East Pittsburg! 


Form Lewis & Tokar 

Milton L. Lewis and Alfred fF 
Tokar, operating advertising age! 
cies in Newark, N. J., have join¢ 
forces in a partnership under th: 
name of I.ewis & Tokar at 44 Con 
merce street. 


Cooley to Agency 
William Cooley, formerly accoun' 
executive for Underwood an 
Underwood, Chicago, has joined tl 
sales staff of W. O. Kling & Asso- 
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arene ” ome at j : 7 : | — —-s _ — a awe = 
— | Esquire, Fawcett Women’s Group,| single column space, ranging from | H 
Affectin Eye-Gene Offers Good Housekeeping, Harper’s Ba- | 80 lines upward. naa Te : An ts 
aws M S ] f zaar, Holland’s Magazine, Liberty, The 1939 Eye-Gene campaign is| wo Accoun 
iien a »odive for 


Life, Look, Macfadden Women’s| being placed by Morgan Reichner| PermEx Company and Standard 


es Group, Mademoiselle, McCall’s|% Co., newly appointed to the ac-| Sportswear Company, both of Chi- 
Advertising Not on — Woes /Modern Magazines, The New York- | count. y 8PP 


/cago, have placed their advertising 


‘er, Parents’ Magazine, Photoplay, | accounts with Auspitz and Lee, Chi- 
New York, Jan. 4.—On the heels| physical Culture, Redbook, Regis- | cago. Trade papers, direct mail 


Con ress Schedule of a ny oge—n sales Ae in| tered Nurse, The Saturday Evening JWT Promotes Bealle -— gm will be wees. 
| 1938, Eye-Gene Company today re-| post, Screenland Unit, Simplicity’s James Bealle. formerly assistant ermEx Company manufactures 
g vealed an expansion of its adver-| Preyuwe Magazine, Time, True Story, has been appointed publicity direc. | Products for use of beauty shops. 


. -11| tising budget with a copy appeal) and You. tor of J. Walter Thompson Com-|St@ndard Sportswear Company spe- 
Patman C hain Bi | | _directed for the first time to men. a a ee ‘pany, Hollywood, succeeding Ed- | cializes in sportswear for men. 
ted to Em bark, Eve drops will be suggested for — = ward J. Fortman, who has resigned | —_—— 
Expec e ° | bloodshot eyes resulting from hang-| Canadian magazines include | to open his own agency. “Star” Promotes Two 
on Rough Voyage overs. | Canadian Home Journal, Chatelaine, | cag Fred W. Clifford, for aren 
The 1939 schedule will consist of|and Maclean’s Magazine. News- | Ber enske to Wales oe See ormerty in tne 
nail and | in five maior cities, and the | g retail advertising department, has 
vashington, D. C., Jan. 4.—The 41 magazines, 15 newspapers and) papers In five major cities, ¢ 


: ; a 5 3 poral Bergenske Steamship Company, | been appointed classified advertis- 
session of Congress which rotogravure sections in Canada _as/| Pacific ~~ Roto ee Dat Bergen, Norway, has named Wales | ing manager of The Minneapolis 

ned this week is not expected to well as In the United States. The | scheduled along wit news- | Advertising Company, New York, Star, succeeding Willis Brown who 
ae +h legislation of im- domestic list includes: |papers in Canada. Most of the}as agency. Newspapers, business | has been named assistant to the ad- 

“ 7 bye ogee tng The present American, Collier’s, Cosmopolitan, | magazine insertions will be in| papers and magazines will be used. | vertising manager. 

rtance lO ¢ Ss. 

itlook is for only one bill directly | = ———————— a 

cting advertising to get very | 


legislation which would bar | 
iquor advertising from the radio. | 
in view of the fact that broadcast- | 
ers have already taken voluntary 
teps to proscribe this type of ad- | 
ertising, the legislative mandate | 
may mean little. 
' Ways & Means Committee which 
* handles tax legislation. Because of 


The only other measure of a mer- | 
oe ‘as | 
five Democratic vacancies on this J n 
committee, senior house members See — 


) of speaking engagements under the 
/ sponsorship of McKesson & Rob- 
) bins, today introduced his bill as 
) H.R. 7 of the 76th Congress. At the 
{ same time he is making a fight for 
) membership on the potent House 


chandising nature now in view is 

the widely discussed Patman chain 

tore tax bill. The Texas Congress- 

. man, currently under fire because 
are all anxious to get a seat on this 
committee and give up their present 
committee assignments. The matter 
will be settled within a few days. 

Slim Chance Seen 

A consensus of Washington opin- 
jon holds that the Patman bill will 
not be enacted this session. It may, 
in fact, run into some undercover 
opposition from _ administration 
sources, particularly Agriculture 
and Commerce. The latter, under 
the tutelage of Harry Hopkins, is 
wexpected to take an active part in 
a program to cut. distribution 
costs. Such a plan will require the 
aid of chains, and discriminatory 
chain legislation may well be stalled 
off on this account. 

While opposition exists to price 
fixing legislation such as the Miller- 
Tydings act there is only a remote 
chance for repeal or modification 
_of that law in the coming Congress. 
This is so despite the President’s 
displeasure with the legislative 
squeeze play that tacked the act eg ees 
onto an appropriation bill which he an 
explained he could not very well ae 

/ veto. He made it plain, however, ee 
; that had the fair trade enabling act 
» Seen alone it would have met with 
© his disapproval. 
' Opponents of the legislation as- 
) sert that while its effect has already 
been felt in drug, cosmetic and 
‘ quor lines, this is not enough am- 
} munition upon which to base a| @ ss 
} Congressional attempt at repeal.| es 
They point out that perhaps a year| | cs 
hence, when substantial factual| ~~ e 
‘ata showing costs to the consumer 
available, a strong case for 
‘liller-Tydings repeal may be made 
it in Congress. 
Most competent observers in 
hington feel that advertisers 
more cause for concern about 
nistrative actions under the 
‘heeler-Lea Federal Trade Amend-| | 
nt act and the new Food & Drug 
‘han they have about new legis- 
enactments. 
wide discretion vested in 
the Federal Trade Commission 
the Food & Drug Administra- 


inder these two laws is the 
nt that troubles advertisers 
While there are no indica- 


* 
4 
# 
% that harsh or discriminatory 


"'s May be taken, those affected | 
© two laws look askance at 
vhich clothe administrative 

With almost “life and 
powers, 


© Fair Catalog Out | 


. | 
os vb York World’s Fair, Inc., has | 
; ‘icensed merchandise cata- 
ntaining 
tacturers 


a list of licensed 
' 


uy 
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Camels First, 
Luckies Second in 


Record Smoke Year 


Philip Morris Shows 
Greatest Progress; 
10-Centers Up 


New York, Jan. 4.—Production 
of cigarettes in 1938 was estimated 
at a new high level of 163,000,000,- 
000 in a summary of market trends 
released today by William A. Hol- 
ingsworth, president of the Retail 
Tobacco Dealers of America. 

“Though figures are not com- 
pleted,” he said, “there is a good 
basis for estimate. Camel will 
maintain its lead; Lucky Strike will 
be second with a slight increase; 
Chesterfield third; Philip Morris 
fourth with the largest gain of all; 
and Old Gold fifth. The ten-center 
is now a sizable flock and creeping 
up.” 

The advance of the ten-cent 
brands was also spotlighted by the 
Wall Street Journal which pointed 
out that the increases in this classi- 
fication, together with gains in 
output by Lucky Strike and Philip 
Morris, were largely at the expense 
of Camel and Chesterfield. 


Brand Ratios Drop 


A survey by the Wall Street 
Journal indicated that sales of 
Camels by R. J. Reynolds Tobacco 
Company have eased down to less 
than 28 per cent of the total, from 
a position above that ratio at the 
end of 1937. Chesterfield sales by 
Liggett & Myers Tobacco Company 
were placed at about 22 per cent 
of the total at the year end, com- 
pared with 23 per cent at the close 
of 1937. Lucky Strike was cred- 
ited with a gain in sales, from 23 
per cent to 24 per cent of the total 
and Philip Morris was said to have 
jumped its share to six per cent, 
with indications that its production 
for the year would approximate 
9,000,000,000. 

“Total sales of all brands by P. 
Lorillard Company in 1938 were 
probably above those of 1937,” said 
the survey report, “with volume as- 
sisted by the new Sensation brand, 
retailing at ten cents. Old Gold 
sales have been under last year’s 
total but the company’s. other 
brands have more than made up 
the difference. 

“In 1938 there was a movement 
toward ‘roll-your-own’ smoking to- 
bacco which takes volume from the 
manufactured cigarette business.” 


Sees Continued Gain 


Unlimited opportunity for further 
increased sales of cigarettes in 1939 
was seen by O. H. Chalkey, presi- 
dent of Philip Morris & Co., who 
said that his company had made a 
sales gain of 22 per cent during 
1938. 

“The saturation point in cigarette 


i 


Things Have Changed 
Since You Were a Boy 


Remember, when you “went to 
high,” how proud you were to 
wear your school emblem and 
colors? Well—they’re not doing 
it any more. A store in New York 
thought it could move beer jackets 
faster by offering them with high 
school emblems It used High 
School papers ($48.25 per column 
inch to reach 241,534 boys and 
girls in 45 New York City high 
schools) to advertise the offer 


The beer jackets went over swell 
but they couldn't give the 
A lot has happened 


em- 
blems away. 


SWINGTIME TECHNIQUE 
1 Preity How: Do-You-p, 


te ‘ 
— a 
1\\ 
or th ur wardrobe’ wi SerNOwhan Ss 
Hanetew bet on they're beneath. \ 
n winch Age The sheeky 
twa am has ‘ 
the shape f i Yoru 1 find ihewe 
wie or poreadye vith. Tea Rose of 
wh Mi prices that put v bricks com yeoree bradiger 


lor The Modern Idea...s0e MUSING 


Munsingwear will continue the tempes- 
tuous pace of smart, modern living in 
its 1939 promotion. 


consumption,” he said, “has not yet 
been determined. The demand for 
tobacco products probably is less 
dependent upon general business 
conditions than the majority of 
other widely used commodities, and 
while cigarette production in the 
United States showed only a small 
gain in 1938 over the preceding 
year, it is my opinion that the in- 
dustry’s output is not fully abreast 
of demand.” 


BBB Units to Study 
Advertising and 
Selling Practices 


Buffalo, Jan. 4. — A_ thorough 
scrutiny of advertising and selling 
practices from the viewpoint of 
business, government, educational 
and consumer groups was projected 
today as the chief objective of a 
conference scheduled here June 5-6 
under auspices of the National As- 
sociation of Better 
reaus. 


Consumer Relations Conference on 


tices.” In addition, a large number 
of the 15,000 business organizations 
supporting 57 Better Business Bu- 
reaus have indicated their intention 
to be represented. 

An advisory council of 25 has 
been delegated by these bureaus for 
the conference. Among those di- 
rectly connected with advertising it 
includes John G. Kingan, advertis- 
ing manager, Kingan & Co., Indian- 
apolis; Alex F. Osborn, Batten, Bar- 
ton, Durstine & Osborn; Arthur G 
Pinard, advertising and sales man- 
ager of Lowe Brothers, Ltd., To- 
ronto, and Ralph H. Quinn, genera! 
manager of the Cincinnati Inquirer. 


Felters Names King 


Felters Company, Boston, has ap- 
pointed Wallace W. King Advertis- 
ing Agency, Clifton, N. J., to direct 
its advertising for vibration and 
sound isolation and mechanical 
felts. 


Bakery Names Schautz 
William A. Schautz Advertising 
Agency, Scranton, Pa., has been ap- 
pointed to direct the account of 
Saylor’s Bakeries, Lancaster, Pa. 


Parks with Gardner 


since you “went to high.” It 
might be a good idea for you to 
learn of these changes. We'll tell 
you about them if you'll drop us 
a note on your letter-head Rich 
mond Advertising Service (NOT 
an advertising agency) 26 Court 
Street, Brooklyn, N \ 
Lf : 


|the radio department of Gardner 
| Advertising Company, St. Louis. 


Business Bu- 


More than 200 national organiza- | 
tions, representing these four | 
groups, have been invited to join as | 
cooperating sponsors of the confer- | 9 
ence, officially titled as “Business- | } 


Advertising and Selling Prac- 


James Parks has been named as- | 
sistant to Charles Claggett, head of | J 


Memory of a 
Bygone Era Erased 


by Munsingwear 


New York, Jan. 4.—The startling 
change in copy introduced last year 
by Munsingwear to overcome the 
old “long drawers” stigma will be 
continued in 1939, backed by a sub- 
stantial increase in advertising ap- 
propriation. , Plans revealed here 
today by Kenyon & Eckhardt call 
for the use of seven national maga- 
zines compared with only two on 
last year’s list. 

For years Munsingwear stuck to 
its old-fashioned, conservative ad- 
vertising appeal. Early in 1938 it 
made a complete about-face and 
went gaily modern with copy de- 
signed especially to appeal to the 
younger set. The first point of at- 
tack was the college girl. Insertion 
in the college editions of Vogue and 
Harper’s Bazaar started the ball 
rolling. 

Gilbert Bundy, one of America’s 
younger artists who is especially 
popular in college circles, drew ir- 
resistible young ladies swinging 
through their studies in Munsing- 
wear nightgowns and pajamas. Ac- 
tually, the products weren’t so very 
different from those which Mun- 


singwear has been selling for sev- 
eral years. But the advertising 
was. “Swing session” it was called, 
and it exuded a light, breezy atmo- 
sphere which the young people 
liked. 

The advertising went on, always 
striking the same gay, carefree 
note. Chill-chasing underwear was 
made glamorous. “Long drawers” 
were forgotten. The success of the 
technique was reflected in the sales 
volume, and it was decided to carry 
on in a bigger way for the new 
year. 


More Mature Appeal, Too 


Swing copy, with Bundy illustra- 
tions, will continue the appeal to 
youth but there will be an added 
series of advertisements on Mun- 
singwear Foundettes with emphasis 
on glamor. No college girls will 
be shown here, but alluring, sophis- 
ticated photographs by Louise 
Dahl-Wolfe, well known fashion 
photographer. Beautiful women are 
pictured in evening clothes, wed- 
ding dress, riding clothes, while 
sketches show the foundation gar- 
ments. In these, copy will be 
brief, with a distinct fashion ap- 
peal. 

The Bundy series on underwear 
will appear in Cosmopolitan, Life, 
McCall’s and Redbook and _ the 


———. 
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Dahl-Wolfe series on Foundettes 
will use Mademoiselle, Photoplay 
and Vogue. Business papers on the 
list are Corsets & Brassieres, Corset 
& Underwear Review, and Dry 
Goods Journal. 

The theme in each of these series 
will be repeated in point-of-sale 
material. 


McKellar’s New Post 


Frank M. McKellar has joined 
Los Angeles Down Town Shopping 
News Corporation as general sales 
manager. He was formerly South. 
ern California manager of Homes 
of the West. 


Greene for Candy 


Morris Candy Company, Atlanta, 
maker of fine gift candy, has ap- 
pointed James A. Greene & Co., At- 
lanta, as its advertising agency. 
Tucker Wayne is account executive. 


Houck Gets Glass 


Houck & Co., Advertising, Roa- 
noke, Va., has been appointed to | 
handle the advertising of Dunbar 
Glass Corporation, Dunbar, W. Va. 


Harris with Canada Dry 


Edward Harris has been ap- 
pointed advertising manager of the 
Charlotte, N. C., division of Canada | 
Dry Bottling Company. 
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THE GREAT STATIONS OF THE GREAT LAKES 
Basic Stations...Columbia Broadcasting System 
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Flectric Razor 
Industry Winces 
at Growing Pains 


Gem, Gillette Join 
Battle for Elusive 
Consumer Dollars 


New York, Jan. 4.—The intro- 
duction of many new models, new 
merchandising methods, generally 
lower prices, stronger product ad- 
vertising, and a continuation of le- 
eal battles marked the turbulent 
electric razor industry during 1938. 
Spectacular cross currents con- 
tinued to mark this new industry, 
as some new companies skyrocketed 
to prominence while others passed 
from the business scene. 

Nobody knows how many shav- 
ers have come and gone in the 
brief history of the industry, but 
best estimates place the number of 
models now on sale at about 40. 
About a dozen of them are nation- 
ally advertised. Still others are 
private brands sold for as little as 


ve QS B oes 
WITHIN THE GOLD 


$1.98 under various labels in de- 


partment stores. 

Among the well-known compa- 
nies which introduced power razors 
during 1938 were Art Metal Works, 
manufacturer of Ronson products; 
American Safety Razor Company, 
which augmented its Gem line with 
the Gem-lectric; Gillette Safety 
Razor Company; and Ingersoll-Wa- 
terbury Company. Leaders of the 
shaver industry which added new 
models included Progress Corpora- 
tion, which supplemented the Pack- 
ard with Roto-Shaver; Schick Dry 
Shaver, which introduced the Colo- 
nel; and Remington Rand, which 
added the Rand shaver as a com- 
panion product to the Close-Shaver, 
both made by General Shaver Cor- 
poration, a Remington Rand sub- 
sidiary. 

Expand Retail Outlets 


Among the merchandising devel- 
opments of the year, perhaps the 
most important was the spread in 
the number and type of retail out- 
lets utilized by manufacturers. 
Jewelry stores, which first became 
an important part of the shaver 
business in late 1937, became still 
more important during 1938, spe- 
cializing in credit sales. Drug 


stores which had never been con- 
sidered as desirable outlets for 
shavers began to stock them, com- 


4 \i 


peting for business with aepart- 
ment and specialty stores, appliance 
dealers, and utility companies. 

Another new merchandising | 
wrinkle tried by several manufac- | 
turers was to attempt to build a 
market of women users. Gillette 
launched its new product with the 
novel scheme of selling through 
Western Union offices, dangling the 
bait of a free 10-word telegram 
before prospective gift buyers. A) 
man in New Jersey introduced a| 
shaver with a headlight. 

Perhaps the biggest 1938 electric 
razor news came in late August 
when prices of a number of nation- | 
ally advertised shavers were re- 
duced from 16 to 50 per cent. Schick 
led the way with a cut to $12.50 from 
$15. Progress followed by reduc- 
ing the Packard Lektro-Shaver to 
$7.50 from $15, and Roto-Shaver 
to $12.50 from $18.75. The Hanley 
Clip-shave was cut to $5 from $7.50. 


Gillette Sticks to Guns 


The Gem-lectric, which had been 
tentatively priced at $15 before 
marketing, was placed on sale at 
$12.50. Remington Rand reduced 
Close-Shaver to $15 from $15.75, 
but brought out the Rand shaver at 
$9.50. The new Ingersoll was priced 
at $7.50. 

Despite the fact that its new 
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shaver did not reach the market 


Here’s a market with total retail sales only a fraction 


under that of Metropolitan New York! A single area in 


which the effective buying income is more than twice that 


of Chicago! A compact territory in which there are more 


than two and one quarter million families . . . their wants 


supplied by over one hundred thousand retail outlets! It’s 


your market within the Golden Horseshoe. . . that part of 


the great Middle West blanketed by WJR, the Goodwill 


Station, Detroit, and WGAR, Cleveland’s Friendly Station. 


There’s gold for you within the Golden Horseshoe. And 


these two great stations are your pick and shovel! 


HE GOODWILL STATION THE FRIENDLY STATION 
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TWO EPISODES IN ELECTRIC SHAVER DRAMA 
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until two months after the down- 
ward price revision, Gillette estab- 
lished a $20 price for its entry. 


_|Chicago Flexible Shaft Company, 


maker of Sunbeam Shavemaster, 
maintained its $15 level. 

How many advertising . dollars 
were spent by the industry during 
1938 cannot be determined, but ex- 
tensive national campaigns were 
staged for Schick, Packard, Roto- 
Shaver, Shavemaster, and General 
Shaver. The Gem-lectric, Gillette, 
Ronson, and Ingersoll were among 
the newcomers whose appearances 
were heralded in paid promotion. 

In marked contrast with previous 
years, leading manufacturers re- 
fused to disclose sales figures for 
recent months. The feeling seems 
to be that many new competitors 
were attracted to the field by rosy 
stories of booming business. Esti- 
mates of the number of units sold 
in 1937 ran as high as two and 
three million, but no authority has 
gone on record with a similar esti- 
mate for 1938. 

A representative of one of the 
leading companies admitted that 
holiday business had been “only 
fair,’ and said that the cut price 
models now on the market had cut 
deeply into sales volume of indus- 
try leaders. One other manufac- 
turer termed holiday business “sat- 
isfactory.” 

Industry reports credit the Sun- 
beam Shavemaster with a quick 
rise to a position among the lead- 
ers. Introduced in the fall of 1937, 
Shavemaster is now said to be the 
best seller in the field. A page inser- 
tion in The Saturday Evening Post 
during November, 1938, called at- 
tention to Sunbeam progress in its 
initial year on the market. 


Potent Disputes Continue 


The pioneer in the field, Schick 
Dry Shaver, continued its legal ef- 
fort to maintain its patent position 
during 1938, and competitors admit 
that Schick has gained ground 
through efforts in the courts. A 
United States Court of Appeals up- 
held the Schick claim of patent in- 
fringement against Nicholl Velvet 
Shaver Company, which has since 
gone out of business. 

Gem-lectric was introduced in 
September, and within a week 
Schick instituted a patent infringe- 
ment action in United States Dis- 
trict Court at Richmond, Va. Schick 
charged Gem with infringement on 
three grounds. The case has not 
yet come to trial. 

Chicago Flexible Shaft Company 
was threatened with court action 
last September over ownership of 
the manufacturing rights to the 
Shavemaster. Lion Manufacturing 
Corporation claimed that the prod- 
uct was developed by one of its 
employes. The maker of Shave- 
master retaliated with a threat of 
legal action against Lion. 

With respect to 1939, industry 
leaders will say little. They do 
point out that further reductions in 
prices of nationally advertised 
shavers are unlikely, although cut 


The downward trend in electric razor prices hit bottom during 
Gimbels, New York department store, offered a power shaver for $1.98. 
right is the copy that marked the debut of a newcomer to the field, Knapp- 
Monarch Company. 


1938 when 
At the 


| price products have made strong in- 
|}roads. Last year’s sales figures are 
| not complete thus far, they say, and 
1939 advertising plans will have to 
await complete reports. 


WHBF Increases 
Power, Joins MBS 


Station WHBF, Rock Island, II., 
will dedicate its new $35,000 trans- 
mitter Jan. 14, when its power 
will be increased to 1,000 watts 
day and night and the frequency 
will be changed from 1210 to 1240 
kilocycles. 

At the same time, the station 
will become affiliated with the 
Mutual Broadcasting System. L. 
C. Johnson, formerly advertising 
manager of the Rock Island Argus, 
has been appointed vice-president 
and general manager of WHBF. 


Gets FTC Desist Order 


Pinaud, Inc., New York, has 
been ordered by the Federal Trade 
Commission to cease advertising 
that use of its Six-Twelve Creme 
de Mascara will increase or pro- 
mote the growth of eyelashes or 
cause eyelashes to be longer, heav- 
ier or of a silkier quality. 


Thordarson to Hoffman 


William Hoffman & Associates, 
Chicago, has been named to handle 
the advertising of Thordarson 
Electric Mfg. Company, Chicago. 
Lorin Collins has joined the 
agency. 


Shanahan Changes 


James A. Shanahan, formerly 
editor of More Business, publica- 
tion of American Photo Engravers 
Association, has joined McCormick 
& Henderson, Chicago printer. 


Leaves Hearst Radio 

Richard F. Kops, Midwest sales 
representative for Hearst Interna- 
tional Radio since Jan. 1, 1938, has 
resigned. His future plans were 
not revealed. 


You Can Reach the 
BILLION DOLLAR 
RUBBER INDUSTRY 
By Using the 1939 


RUBBER 
RED BOOK 


The only available directory 
of the Rubber Industry— 
covering the United States 
and Canada. 


NEXT ISSUE—APRIL 25, 1939 
a 
Send for Advertising Rates and 


copy of booklet, “The Story of the 
Rubber Red Book.” 


* 
Published by 


THE RUBBER AGE 


250 West 57th St. 
New York 
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Loss Leader Laws, 
Resale Price Acts 
Have Stormy Year 


Nineteen thirty-eight was a 
stormy year in the price mainte- 
nance field, with retailers in all but 
the well organized drug industry 
showing a tendency to throw mini- 
mum prices overboard and get back 
to the era of rugged individualism 
and price slashing. The McKesson 
& Robbins scandal was regarded as 
a threat to state and national mini- 
mum price laws. 

The food industry took advantage 
of the divided opinion over the 
long-range results of price mainte- 
nance to formulate a model unfair 
practices act, differing from _ its 
half-brother in that it is manda- 
tory, rather than permissive. The 
model act provides for a minimum 
mark-up on all products 
through retailers. The grocers con- 
tend that inability of the field to 
secure a reasonable margin on 
staples, accounting for almost 50 
per cent of grocery store volume, 
has forced them to increase mark- 


sold | 


ups on many other lines, resulting 
in a highly artificial price structure. 
| The National Association of Re- 


tail Druggists, leading proponent of | 


price maintenance, inaugurated a 
survey to show the results, with the 
revived Druggists Research Bureau 
as the agency. The American Fair 


Trade League was also brought to | 
life in Boston in July to fight re- | 


peal of price maintenance laws. 
Method Is Changed 

A Wisconsin 

May holding that a 

turer’s right to make price mainte- 

nance contracts may not be 


in that and other states to 
revised contracts direct to retailers, 
rather than through wholesalers. 

A number of grocery manufac- 
turers instituted tests of 
maintenance in Ohio in June. New 
|'York courts proclaimed the col- 
lapse of price maintenance as ap- 
plied to radio receiving sets. Oil 
companies established minimum re- 


sale prices in New Jersey in June | 


and in New York in August. 
Liquor price maintenance became 
leffective in New Jersey by virtue 
of a legislative act. 

| The National Association of To- 
|bacco Distributors urged adoption 
of price maintenance at its con- 
vention in January, while a_ sur- 
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court decision in 
manufac- | 


dele- | 


| 
gated caused many drug producers | 
issue | 


price | 


& coding every radio station in the Mid. 
South in national, local, and net-work busi- 
ness, W M C continues to dominate this 
large, intensive market. 
South radio homes are continually exposed 
to your sales message as relayed by the 
greatest of modern Pied Pipers—WMC, the 


Mid-South’s dominant radio station. 


* From the latest report of the Joint 
Commitiee on Radio Research. 


| NBC RED NETWORK 


National Representative: 


ms The Branham Company 


WINS RETAIL WEEK WINDOW PRIZE 


Leavitt Stores Corporation, Manchester, N. H., won first prize with this window 
display in the contest staged by the International Association of Display Men as 


part of National Retail Demonstration Week last fall. Ray W. Parks designed 

the window, photographs of which, along with other winners, will be on exhibit 

at the National Association of Retail Dry Goods Association convention in New 
York Jan. 16. 


followed some adverse court de- 
cisions. While the loss leader act 
was upheld in California, which 
pioneered in legislation of this 
kind, a federal court in Minnesota 
held a similar law unconstitutional. 
Massachusetts joined the _ states 
having anti-loss leader laws in 
June, while in the same month, 
Gov. Moore, of New Jersey, vetoed 
such a bill. 


Robert E. Freer 
Named Chairman 
of FTC for 1939 


Washington, D. C., Jan. 4.—In 
accordance with the Federal Trade 
Commission’s policy of rotating its 
chairmanship among members every 
year, Robert E. Freer was this week 
selected as 1939 chairman. The 
move was marked by a perfunctory 
ceremony here. 

Mr. Freer, a native of Ohio, was 
named a member of the FTC in 
1935 to succeed George Mathews, 
resigned. He was reappointed last 
September for a full seven-y2ar 
term. Prior to joining the commis- 
| sion he was an attorney with the 
Interstate Commerce Commission 
and served for a year as an expert 
| on the Senate Interstate Commerce 
subcommittee studying railroad fi- 
nances. 

No change in the vigorous en- 
| forcement policy pursued by the 
| FTC since the advent of the Roose- 
| velt administration is scheduled, 
| Commissioner Freer indicated. 


Mutual Adds Lambert 


Burt Lambert has joined the New 
York sales staff of the Mutual 
Broadcasting System. He was for- 
merly with the national sales de- 
partment of Hearst Radio, New 
| York, and more recently with Ra- 
|dio Station KYW, Philadelphia. 
subicisceuaitinditel 
Stahl-Meyer Appoints 
| Mayer-Lopez Inc., New York, has 
been appointed to handle Latin- 
|American advertising for Stahl- 
Meyer Inc., Brooklyn. A campaign 
has been released for Ferris Hams 
and Stahl-Meyer canned food prod- 
| ucts. 


Hubbell Promoted 


F. S. Hubbell, formerly assistant 
in the advertising and sales pro- 
motional department, has been ap- 
pointed sales promotion manager of 
Seagram Distillers Corporation, 
New York, with Arthur H. Mail- 
lard, Jr., as assistant. 


vey of the jewelry field showed 
sentiment to be divided. 

The model unfair sales act for- 
mulated by the National Food and 


Grocery Conference late in 1938 


399,540* Mid- 


“Tribune” Raises Rates 

The Tribune, South Bend, Ind., 
has issued a new rate card, raising 
its general advertising rate from 11 
cents to 15 cents a line. Follow- 
ing suspension of the South Bend 


OWNED AND OPERATED BY News-Times, the Tribune is the | 
only daily in South Bend. 
THE COMMERCIAL APPEAL 7 a 
“‘The South’s Greatest Newspaper’’ Manhattan” Bows 
e Manhattan, a new weekly pub- 


lication featuring night life, enter- 
tainment and sports will make its 
jappearance Jan. 12. Evelyn Law- 
,;son Wells is publisher. Offices are 
at 37 W. 57th street, New York. 


Mr. McCarthy Wins 
Top Billing in 
‘Journal’ Survey 


| 

| 

Philadelphia, Jan. 6.—American 
/'women have selected Charlie Mc. 
Carthy as their favorite radio per- 
former, a survey on entertainment 
| preferences published today in the 
|Ladies’ Home _ Journal reveals. 
| This survey, covering several] 
|phases of opinion on radio pro- 
|grams, is one of a series conducted 
iby the magazine. 

The Chase and Sanborn hour 
which presents the diminutive star 
received 12 per cent of the votes. 
Percentages for other leaders were 
as follows: Major Bowes, 7; Jack 
Benny, 7; One Man’s Family, 6: 
symphony music, 6; news broad- 
casts, 5; Kraft Music Hall, 5; Lux 
Radio Theater, 3; Lucky Strike Hit 
Parade, 3; Rudy Vallee, 2, and al] 
others, 44. 

Feminine opinion, as revealed in 
this survey, was also somewhat 
critical of the amount of time de- 


lieving that commercials’ were 


ing annoyed and irritated them, 
although 67 per cent would not 


vertising whatsoever. 


tion pictures, 57 per cent said they 
had no objection to having adver- 
tising of products shown on the 
screen. 


Steinberg Changes 

Dolph E. Steinberg, copywriter at 
McCann-Erickson, New York, han- 
dling the men’s clothing department 
of B. Altman & Co., New York, has 
resigned to join Kelly, Nason & 
Winsten, New York, where he will 
continue to serve the Altman ac- 
count. 


Eversfield Added 


C. D. Eversfield has been ap- 
pointed Chicago advertising repre- 
sentative of We Who Sell, the sales 
training magazine for chain drug 
employes published in New York. 
Mr. Eversfield will make his head- 
quarters at 332 S. Michigan avenue. 


Asks $250,000 Budget 

The Hotel Association of Ashe- 
ville, N. C., has adopted a resolu- 
tion asking the 1939 legislature to 
appropriate not less than $250,000 
for a state advertising fund for the 
next two years. 


“Stage” Adds Whitney 


York. He was formerly with The] 
Saturday Evening Post. 
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IS A KISS WORT: 
Ten Dollars? | 


ISSES have 
shoot an 


upon a high class, 


been had for less, but 
idvertising picture and 


pretty girl, you nm 


to pay that much . We did, and it » 
good buy because it brings to hundre®s 
busy EYE*CATCHER subscribers | 
that will give their advertising a shot 

t Why not learn about this t 

vest baby of the advertising wore 
brings 100 new photo subjects eve 
tor nly 85? Proofs FREE nm re 


10 £. # 
New Yor 


EYE* CATCHERS, Inc. 


voted to advertising on the spon- J 
sored shows, with 60 per cent be- J 


excessively lengthy. Fifty-two per J 
cent declared that radio advertis- § 
t 


E. M. Whitney has joined the ad-f 
vertising department of Stage, New) 


EYE’ CATCHERS 
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NEW YORK ADVERTISERS USING THE MONITOR 


Amusements ;-» « £1 Interior Decorators 2 

Architects and Builders ! Jewelers : 8 

Auto Seles and Service 2 Loundries, Cleensers and Dyers 4 

Bonks 4 Letter Service and Stenography 2 

Beauty ond Borber Shops 28 Millineries 4 

- Book Stores ; 1 Moving ond Storage 2 

e : Tae owns Clothing Stores 28 Music Stores ‘ ‘ 1 
- ay Contectioners ; 2 Pointing ond Popering ° 2 

* Doiries . . s ! Photographers. 2 

= Department Stores. 5 Plumbing ond Hesting Concerns 1 

Draperies and Upholstery 2 Printers and Engrovers 3 

Co. Dry Goods Stores. ! Reo! Eestote Firms 2 

7 7 Electrical Stores 1 Restaurants 3 

. ¥ Florists. 2 Schools. 1 
A -"s Furniture Stores 3 Shoe Stores and R 16 

= _ Furriers 2 Stotioners ond Office Seppies . 2 

: Groceries 5 Tailors . ‘ 2 

‘ Insurance Agents 8 Toilet Goods Stores ‘ 5 


Miscelloneous 


The Christian Science 


oo“ men who place advertising wonder why 
merchants in New York—and Chicago, Miami, 
Los Angeles, and hundreds of other cities—should 
advertise in a daily newspaper published in Boston. 
Here are the answers as given by two who do: 


“We want to thank your organization for the excel- 
= lent results we have obtained from our advertising 
Ft, in The Christian Science Monitor. It produces for 
, us more customers per advertising dollar than any 
= other medium we have ever used,” wrote one New 
iy York advertiser. 


The Monitor tedes 


} ssibit = 


Another New York retailer, nationally famous, wrote: 
“| want to tell you how highly we regard The Chris- 
tian Science Monitor as an advertising medium. We 
THE can definitely trace an increase of patronage of our 

stores directly to the influence your paper has with 


CHRISTIAN SCIENCE MONITOR its readers.” 


toc, on OP 


t.: 
an 


j 
‘ 
= | 


A Daily Newspaper for All the Family Unusual, these cases? On the contrary. We will gladly 

Published by The Christion Science Publishing Society give any interested advertiser, retail or national, the 

One, Norway Street, Boston, Massachusetts remarkable facts about the Monitor's selling power. 
NEW YORK OFFICE: 500 Fifth Avenue 


OTHER BRANCH OFFICES: Chicogo, Detroit, Miami, St. Louis, Kensas City, Names of writers of letters quoted will be given on request 
Sen Francisco, Los Angeles, Seattle . . . London, Paris, Geneva 
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ADVERTISING AGE 


January 9, 193 


Voice of the Advertiser 


| This department is a reader’s forum. 


“Mr. Travelwise” Makes 
Friends for Railroad 


To the Editor: When the Chi- 
cago, St. Paul, Minneapolis & 
Omaha Railroad Company a couple 
of years ago developed the know- 
ing figure of a humanized owl as 
“Mr. Travelwise” it began making 
use of this figure in various car- 
toon poses in its newspaper ad- 
vertising. 

Following this development came 
the creation of the same figure in 
three dimensional form as an in- 
triguing bit of sculpture adorning 
ash trays and desk calendars 
which are distributed to shippers 
and other patrons of the road. 

A third development was the 
creation of a series of pretty-girl 
oil paintings featuring Mr. Travel- 
wise with his beautiful companion 
in various situations. This we be- 
lieve is the first time that a rail- 
road has used oil paintings in this 
manner. 
just been 
dar. 


issued in 


The sculpture and production of 
trays and desk calendars 
as well as this series of oil paint- 


the ash 
ings were created and produced by 
this agency. 
A. L. FIRESTONE, 
Firestone Advertising Agency, 
St. Paul, Minn. 
vy 


Booster 


To the Editor: I am 
valuable 


years. 


paper, for two 


There was a time in my rather 
I sub- 
scribed to all the advertising trade 
it to 
informed 
advertising 


busy advertising life when 


papers, feeling that I owed 
myself to keep as fully 
as possible regarding 
activities. 

In recent months I 
obliged to conserve 
much as_ possible, 


have 
my time 
and I 
TISING AGE for 
purpose. 

May I compliment 
Dellin on his sound 
garding evaluated 
which appeared in 
the Advertiser” 


August L 
opinions 


department, 


One of the series has I 
a new calen- 


sending 
you my subscription for your most 
more * o % 


been 
as 
have 
learned to rely entirely on ApvEer- 
information, and I 
believe it is quite adequate for this 


re- 
advertising 


Letters a 


re welcome. 


| UNCONVENTIONAL LAYOUT ATTRACTS ATTENTION 


} 
| 


A FINE FAMILY 
BEVERAGE 


KEEP IT In YOUR 
REFRGERATOR 


POLK’S 


coun [12 


Seeks A. D. S. Unit 

To the Editor: I am writing you 
on the suggestion of Professor Wil- 
liam C. Billig of the University of 
Southern California, who is secre- 
tary of Alpha Delta Sigma, na- 
tional advertising fraternity. 

Professor Billig tells me that you 
might have some sort of list of 
A. D. S. alumni in Chicago. You 
see, I am a newcomer both to Chi- 
cago and to advertising circles, and 
I can see the crying need for some 
sort of A. D. S. alumni group not 
only for myself but for other fresh- 
from-college advertising men. 
hope you can start the ball 
rolling to the formation of such an 
alumni group. You would receive 
my heart-felt appreciation. 

At present, I am a copywriter at 
Sears and just as green as they 
come! But I’m anxious to learn 
F and that’s why I feel an 
alumni group of Alpha Delta Sig- 
ma 
to help me and others like me. 


PAUL DEUTSCHMAN, 
Sears, Roebuck & Co., Chicago. 


Unconscious Humor 


To the Editor: In a recent issue 
of ADVERTISING AGE you called at- 
tention to the humorous effect 
achieved when the 
inadvertently (we hope) 
tised one-half of its dance team, 
Veloz and Yolanda, as being 
questionable to 
growing 


layout seems 
among Chicago’s 
dine and dance spots, as evidenced 
by the enclosed newspaper clip- 


-|a misplaced blue ribbon on Milton 
Berle. 
The 


layout man _ responsible 


men would be just the thing | 


Palmer House 
adver- | 


‘air | 
conditioned.” The tendency toward | 
be 
better 


| hee 
| eC 
ping, in which the Chez Paree pins ¢€ 
| ‘ 


for 
the “Voice of |this error might remember, how- 
on|ever, that things could have been 


Shallow Copy Not New 


To the Editor: In connection with 
the reproduction in a recent is- 
sue of the eight-column by two- 
inch ad of Stuber Dairy, and the 
observation that this was something 
inew, I should like to point out that 
|} long, shallow copy is no novelty in 
| Indianapolis. 

Here is a layout, 16 on 6, which 
Polk’s Dairy has been running in 
the Star for over two years. 

RICHARD HARDING, 

Promotion Manager, Indianap- 

olis Star. 

v 7 v 


Boy, Page th 
Blessed Event Editor! 


To the Editor: 
you gleaned the 


I wonder where 
information that 


4 


| 
| 
| 


Page 16 of the Nov. 28 issue. If} worse. What, for instance, if, in- 
is very convincing. istead of prize beef, the Chez r 
R. L. ZAK, Paree had decided to feature prize 


Vice-President, Wolfe-Wear-U- 
Well 
Ohio. 


Corporation, Columbus, 


}ham? 
JULIUS KOGAN, 


Chicago 
| 


THE STOCKYARD INFLUENCE 


MIKE FRITZEL & JOE 


“BEST MALE COMIC 
IN A NIGHT CLUB” 
— HERALD & EXAMINER 


LUCIEN 
THE 


either 


One of Chicago's night spots 


& ASHOUR 


AF \oRACIE BARRE 


EVERETT WEST 


ROBINSONS 


LOU BREESE 


AND HIS ORCHESTRA 


intentionally or otherwise, tacks a bovine 


label on its featured performer. 


oe ie wath 
SS Py 


A STUDY OF THE READER. For over 64 years the editors of 


Engineering News-Record have guided their efforts by 


a conspicuous impulse to serve the 
well. A few years ago they began a 


additional and more varied technical articles and the 
conservation of the readers’ time to make physically 
possible a thorough reading of their favorite profes- 


sional magazine. 


TECHNICAL EDITION PLUS NEWS. Beginning January 5, En- 
vineering News-Record is publishing every other week 
a greatly expanded combined News-Technical Edition. 
One new issue contains more technical material than 
two former issues, But it demands no greater time for 
| reading. The more numerous technical articles are writ- 


ten in a condensed, speed-reading 
| 


| as much time to do it. 


——— 


father of the twins as published in 
your Jan. 2 issue? Was it an error 
in our communication to you—or 
a bit of detective work on your 


part? The error, if such it be, 
might have been more under- 
standable if the paternalism had 


been ascribed to our production 
manager, on whose door appears 
the wording “Production and De- 
liveries.” 

As a matter of fact, I am the 
alleged father. 

Naturally, as such and since I 
am receiving all the debits of the 
circumstance, I am interested in a 
bit of the credit. If I am wrong 
and Mr. David Arndt is the father 
(and I shall rely explicitly on your 
statement) I shall of course insti- 
tute a _ sizable suit for “illegal 
entry,” arrange delivery of the 
children to their rightful father, 
and forward hospital and obstetri- 
cian bills to him. 

If I am right, perhaps a correc- 
tion in your columns would not be 
more than a reasonable request. I 
shall, of course, rely on your de- 
cision—and watch your paper care- 
fully. 

Rosert N. D. ARNDT, 


Vice-President, John Falkner 


temporary reader, his needs and his problems. 


NEW EDITORIAL PROGRAM. Present-day needs of Engi- 


neering News-Record subseribers call for more news, 


| reader can cover every issue thoroughly and have twice 


*No advertising, except the cover in 


Arndt Company, Philadelphia. 


|Mr. David Arndt was the recent | General Mills Names 


——> 


B-S-H, Knox Reeves 


Effective with the beginning ,; 
its 1939-1940 fiscal year, June } 
General Mills, Minneapolis, has ap. 
nounced that Blackett-Sample. 
Hummert will handle the advertigs. 
ing of Gold Medal flour, Corn Ki, 
and Softasilk cake flour. 

Knox Reeves Advertising wij 
handle the accounts of Wheati« 
and Bisquick. 


Allen on Own 

Walter A. Allen has resigned a, 
sales and advertising manager 64; 
The Wm, Schollhorn Company 
New Haven, Conn., to open a sale 


promotion and agency office at 4\; §j 
New Haven. ke @ 


Chapel street, 
will specialize in the industrial anq 
hardware fields. 


Free & Peters Moves 


Free & Peters, radio station rep. 9 


reader eminently 
study of the con- 
advertising.” 


tising rates.) 


style so that the 


resentative, has moved its Atlantic det 
office to larger quarters in th nf 
Walton bldg. The telephone num. the 
ber remains the same, Jackson staj 
1678. : ing 
SEES mm cha 

Ivins Joins Audio tua 
Clinton F. Ivins, formerly vice- 7 p 
president of Pathescope Company os 
of America, has joined Audio ug 
Productions, Long Island City, 73 “™ 
N. Y., in an executive capacity. oa 
n 

a > the 

Wa 


NEWS EDITION. As an added service, Engineering New* 7 
Record will publish, on alternate weeks, a News Edition § 
covering all the last-minute developments and timel} 
commercial information. The News Edition carries no 


ADVERTISING BENEFITS. The advertisers message is be 
fore his prospects twice as long. His message has greate! 
attention value in a magazine designed to induce mor 
thorough reading. His message appears only in issue 
of high permanence value next to technical articles 
which are frequently preserved for future reference: | 
Every advertiser can now automatically use adequat' 
space at reasonable cost. (There's no increase in adver ' 


TIMED TO BUSINESS SURGE. Engineering News-Record 
market is ascending. Statistics and qualified forecaste™ 
predict a first-half activity of boom proportions. Cap" 
tal available for new construction is away ahead of # 
year ago. This definitely means more business ahead. 


The new publishing plan is tuned to a rising market. 


ide front, inside 


Write for additional information to: 


back and back cover 


| ENGINEERING NEWS-RECORD 


A McGraw-Hill Publication 
330 West 42Np Street, New York, N. Y. 
Published weekly for the reader 


Published bi-weekly for the advertiser 
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Government Weighs 
Plan to Expand 
Food Distribution 


registering with the larger distrib- | 
utive agencies who apparently are| 


perfectly willing to shave profit 
margins if their business is in- 


creased to the point where total) 


profits are far above present figures. 

The importance of the chains in 
this entire picture, incidentally, 
lends support to the general belief 
here that the administration will 


indicates a certainty that some dis- 
tributors are going to be “squeezed,”’ 
officials are positive that the gen- 
eral effect will be beneficial not 
only to the farmer, the consumer 
and the general economy but also 
to the handlers themselves. Most 
likely to feel the pressure will be 
marginal food handlers, fresh fruit 
and vegetable “auctioneers,” and 


pected to embrace the program if| Pennsylvania to 
they can be shown that it is neither | 


. ’ . 
the beginning of socialism nor | Aid Canners’ Drive 


“putting the government in busi-| The Pennsylvania Department of 
ness.” | Agriculture will cooperate with the 
Pennsylvania Canners’ Association 

° . |during the next few months in a 
Wisconsin Starts Contest | promotional drive to establish a de- 

The Wisconsin Department of|mand for “Pennsylvania Packed” 
Agriculture and Markets is offering| foods. An appeal will be made to 
44 awards, totaling $300, with $25| housewives as well as hotel and res- 


actively oppose any legislation such | other marginal jobbers. Chains, on|each for the best newspaper or} taurant executives. 

as the Patman “death” tax. the other hand, may benefit directly | magazine advertisement, radio an-| The campaign is expected to as- 
One of the figures destined to| because of their ability to handle|nouncement, poster or sales letter | sist in moving the state’s 1939 $50,- 

carry out part of the program is| large volumes and because of their promoting Wisconsin dairy prod-| 000,000 fruit and vegetable crop. 

Harry Hopkins, the new Secretary | past record in disposing of food sur- ucts. The contest closes Jan. 31. | Ss 

of Commerce. Mr. Hopkins is said} pluses. P Joins First Agen Grou 

to have been an earnest conferee in| Legislatively Baldwin-Beach Named J g cy Pp 


Extension of Wallace 
'Two-Price'’ Scheme Is 
Anticipated 


those concerned 


a ee ee 


; 
q 
\ 


Washington, D. C., Jan. 5.—Con- 
eentrated governmental attention 
n improved and expanded distri- 
bution of consumer goods, with 

tial efforts directed toward the 
od field, this week stood out as 

.e of the most important impend- 
ng trends of the new year. Actual 
details of the program, believed by 
informed observers to be not fur- 
ther advanced than the blueprint 
stage, may have an important bear- 
ing on food advertising and mer- 
chandising practices and may even- 
tually affect other major classifica- 
tions. 

Comparatively few legislators or 
high government officials know pre- 
cisely what form the program will 
take once it is promulgated, but all 
indications point to the “two-price” 
thesis of Secretary of Agriculture 
Wallace as the nucleus of the board 
project that will be sired by the ad- 

inistration. First public mention 
of the “two-price” idea was made in 
November, when the Department of 
Agriculture called representatives 
of the mattress industry to Wash- 
ington to discuss ways and means 
of getting approximately 9,000,000 
bales of government loan cotton 
into the manufacture of mattresses 
for lower-than-market-price sales 
to low income groups (ADVERTISING 
AcE, Nov. 21). 

Vigorous protests from manufac- 
turers, wholesalers and _ retailers, 
however, apparently punctured the 
trial balloon and the proposal was 
termed “only a theory” by Assistant 
Secretary of Agriculture Harry L. 
Brown. 


Seek Farm Bonus End 


The resurgence of the idea and 
the quest for a new tack in its ad- 
vancement appears to have as its 
major objective an alleviation of 
the ever present farm problem by 
ncreasing consumption, thus reduc- 
ng surpluses and consequently ob- 
viating the necessity for paying 
farmers for not raising crops. 

An entering wedge for promotion 
of the plan was achieved recently 
by the administration in the citrus 
marketing conferences. Officials 
point with satisfaction to the suc- 
cess of this program, emphasizing 
the point that the undertaking was 
entirely a voluntary one with pro- 
iucer, wholesaler, independent as 
vell as chain retailer, and railroads 
ill cooperating. 

The chief immediate difficulty 
seen by the proponents of the plan 

to convince the food industries 
that by embracing a program of 
utting down marginal profits, the 
eventual profits will actually be 

rger than at present. Agricultural 

Department officials assert that 
present distribution volume in the 
food lines alone 
tepped up substantially if all of 
population could buy all of the 

id it wants. This argument is 


can easily be} 


preliminary discussions and _ the 
President is interested in having 
the new secretary take a hand in 
the program. 

While the scope of the project 


with the program believe the plan 
is a “natural.’”’ While there will be 
some opposition by legislators in- 
fluenced by retailers and handlers, 
the bulk of the lawmakers are ex- 


William J. Wardall, sole trustee | Ford, Browne & Mathews, Chi- 
of McKesson & Robbins, Inc., has| cago, has been admitted to mem- 
retained William H. Baldwin-| bership in the First Advertising 
| Brewster S. Beach, New York, to| Agency Group. Lee Donnelley, of 
/handle the public relations aspects | Lee Donnelley Company, Cleveland, 
|of his administration as trustee. | is president of the Group. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


The 


\ ny INTELLIGENT SURVEY of the Oregon 


Market reveals this vital selling and advertising fact. 


COMPLETE OREGON MARKET embraces three natural 


subdivisions, each of which is necessary to a thorough, profitable 
selling job. 

There is Portland, which delivers 35% of the market's total 
retail sales. There is the Suburban Market—the area within a 
100-mile radius of Portland—which delivers 33% 
there is the Upstate Market, which embraces the rest of the state 
and a group of Southern Washington counties. Upstate buys the 
other 32% of the market's total purchases. 


. And then 


Only by dominant coverage of all three subdivisions can you 
hope to sell the entire market. 

Only The Oregonian gives such dominant coverage. Its circula- 
tion traces a close parallel with the retail sales curve—43% is in 


Portland; 43°% in the 10Q-mile radius; 14% in the Upstate mar- 
ket. Get those three fat ears—use The Oregonian to completely 
sell the market. 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for the six months period ending Septem- 
ber 30, 1938, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
e. 2 | - The Oregonion . . . 111,451 The Oregonian . . . 147,450 
Noo | < The Journal . 101,018 The Journal . 107,703 
J fs WBANX'” ti ™, News-Telegram 7 55,951 | | 
_ ks, — - Thus, The Oregonian leads by 10,433 daily, and by 39,747 Sunday. 
: % Speaks the Language | i P-4 ¥. 
i: Plays the Music 7 > 
Fi i Sings the Songs of iD \ 

a Metropolitan New York's 

i Foreign Residents and M4 O R Fr G O A, J A \ 

4: Tells them WHAT and - 

“ WHERE TO BUY Ds _ PORTLAND, OREGON 

fe 1000 warts oay AND NIGHT - i —= = . VERREE & CONKLIN § 285 Madison Ave., New York 333 N. Michigan Ave., Chicago 

ia — -= . -_*7-- * -” National Representatives \ 321 Lafayette Blvd., Detroit 5 Third Street, San Francisco 
Ba = % Fs “ sda 2, ‘ : 
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. the conventional preservation of| that considerable substitution takes | ST. LOUIS BANK STAGES CONTEST 
Alemite Wa rs food and the other affording below-| place when a motorist calls for any 
zero temperatures for storage of) nationally advertised brand of lu- | a 
. ‘ frozen foods. bricant or motor oil; secondly, that | x i 
The merchandising philosophy | a large majority of motorists is fully | 
on Substitution that inspired the 1939 promotion| aware of the possibility that they 


with Guarantee 


Violet Ray Adjunct 
to Stewart-Warner 
Refrigerators | 


Chicago, Jan. 4.—A guarantee to 
motorists that Alemite lubrication 
and equipment have been used, and | 
that a painstaking job has been 
done, will be Stewart-Warner-Ale- | 
mite Corporation’s challenge to sub- 
stitution in 1939, the company | 
announced at the annual distribu- | 
tors’ meeting here today. The ad-| 
vertising appropriation will be the 
largest in the company’s history. | 

The Stewart-Warner electrical 
appliance division will concentrate | 
its attention during 1939 on a revo- | 
lutionary new technical advance | 
incorporated into the Challenger | 
line of refrigerators which is said | 
to deal bacteria a death blow by| 
means of an ultra-violet-ray. In| 
addition, two types of cold will be} 
offered to the housewife, one for) 


program was analyzed for the bene- 
fit of the distributors by Fred S. 
Cross, director of Stewart-Warner | 
advertising; Allen B. Dicus, vice- 
president of Hays MacFarland & 


Co., the agency, and Joseph C. Elliff, | 


Western manager of The Saturday | 
Evening Post. 
Magazines will get the lion’s share 


|of the 1939 advertising appropria- 


tion for both Alemite and the refrig- 
erators, it was disclosed, although the 
latter will also be seen in newspa- 
pers in several hundred local mar- 
kets in cooperation with dealers. 
Mr. Cross explained the company’s 
switch from emphasis on radio by 
asserting that change of pace is one 
of the essentials of effective adver- 
tising. He also dwelled on basic 
aspects of advertising—the constant 
change which makes the by-word 
of yesterday forgotten today unless 
the advertiser maintains his effort 
year after year. He epitomized this 
metamorphosis with the statement, 
“One thousand users of Ivory soap 
die every day.” 

Discussing the details of the Ale- 
mite program, Mr. Dicus said that) 
various surveys have revealed first, | 


will not get a thorough lubrication 
job. In other words, he concluded, 
they regard service as more impor- 
tant than the lubricant. 

These facts laid the foundation 
for development of the 
double written guarantee to 
made to motorists. The dealer will 
sign the document and affix it to 
the steering wheel of the car which 
he has lubricated to reinforce the 
certification of the manufacturer. 

Alemite magazine copy will fea- 
ture “Alemite stepped-up lubri- 
cant,” and claims of “new safety, 
comfort and freedom from repair 
bills” will be reinforced by specific 
examples of common types of re- 
pair jobs caused by defective lubri- 
cation. 

Mr. Elliff, the Post representative, 
presented a voluminous array of 
statistics, including not only many 
from the huge study of consumer 
buying habits made by the Bureau 
of Labor Statistics and other gov- 
ernment organizations, but also 
some which Curtis produced for the 
occasion. 

Mr. Elliff gave the results of a 
he conducted among Ale- 


survey 


Here’s why the Stoats’ 
_ won't give us any votes 


*Stoat: Common ermine, or weasel. 


We're in bad with the stoats. And the minks and 


the martens and the foxes (silver, red, and blue). ‘a 


It seems that we're in the doghouse with all the 


furry creatures. 


Why 


? 


Well, we're a menace. 


For years we've been selling their shirts right 


off their backs, on behalf of one of the nation's 


largest furriers, The Evans Fur Co. of Chicago... 


furs that range in price from $75 to $5,000, 


When Evans started using WBBM in 1930, 


one room housed furs, furniture, and fixtures. For 


nine years (Evans is Chicago's oldest continuous | 


local radio advertiser) WBBM has carried Evans’ 


major advertising efforts. Now Evans, covering 


three entire floors in the heart of the Loop, és 


the largest exclusive retail furrier in the nation. 


And 


WBBM still tops Evans’ schedule, 


with eight programs per u eck. 


The 


stoats don't like it but the Evans 


folks do. Why not let us tell you more 
about it... how WBBM « can sell 


your product, too? 


WBBM 


50,000 WATTS, CHICAGO 


A CB 


S$ STATION 


Owned and operated by the 
Columbia Broadcasting System. 


kK eprese 


RADIO 
Chicago, 


Charlotte, N. ¢ 


nted nationally by 
SALES: New York, 
Detroit, Milwaukee, 
. Los Angeles, 


San Francisco. 
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colorful | 
be | 


| 


| 


| be best and easiest to sell. 


} 


| 


The old-time Strong Box— 
ubere many an ancient 


treasure found its way 


RULES 


Or THE CONTEST 


De you koow an unusual story a! 


test. Try for ove of these cash pr 


d em 


resent home and future security 
5, Papers will be judged on the clar 

* ey, merit and general imerest of 

the vevsual stones bebsod things 

. or movies. All are filed with bu 


Go back ia memory over stories 


CONTEST CLOSES JAN 


St. Louis 


| 
MISSISSIPPI 
VALLEY 
TRUST 
co 


WIN ‘50: 
-Treasure Chest Contest 


Write 300 words or less about 


“Unusual Stories 
Behind Things Kept in 
Safe Deposit Vaults” 


First Prize, *$0 —Second Prize, 429 —Third 
Prize, VO. Ten additional prizes of *3 each. 
Contest closes January 15, 1939. 


« Safe Deposit Vault? If you do, enter it io this coo- 


Many a Safe Deposit Box would reveal a thrilling chapter 
in, a French horn, aod two 


Theo there are’deeds and valuable papers—which rep- 


tected io Safe Deposit Boxes There are sentimental things, 
cach as baby shoes, baby curls, negauves of photographs 


kept in Safe Deposit Vaults. If you thiok they are inter- 
esog of unusual, write them dowe sow aod send them 
to our Safe Deposut Contest Editor 


Mail all eotries to 
Safe Deposit Comet Editor 
Mississi) ppi Valley Trust Company 


IN THIS 


A safe deposit bor 
jt a Modero 
Treasure Chet 


bout something kept in 


izes. 


Mere is @ tee 
Vaults Perbaps .omething 08 the list ll sugges 
to you an wousual story bebied se arncie kept ve 
+ Safle Deposs Vault 


of thiogs ofen kept in Sale 
body one of hit most 
0 a sory told by one 
s in Safe Deposit 
ing stories from 


to their owners — pro- 


man drama .. 


you koow about things 


UARY 15, 1959 


MISSISSIPPI VALLEY TRUST COMPANY 


Broodway ond Olive + St Louis 


Member Federal Deposit Inswrance Corporation 


Mississippi Valley Trust Company, St. Louis, used this somewhat unusual piece 
of copy to launch a new story contest recently. Cash prizes will be offered for 
stories built around “things kept in safe deposit vaults.” 


mite dealers, who reported that| 
they picked this product for repre-| 
sentation because they believe it to| 
In other 
words, he said, these dealers have 
an abiding faith in public accept-| 
ance of Alemite. 

The job of the management and 
its distributors, he said, is twofold: 
To get more dealers and to help 
them get more business. Advertis- 
ing, he added, dissolves most of the 
problems of the advertiser by 
bringing double pressure to bear—- 
that of the consumer for the prod- 
uct, and that of the distributor for 


| orders. 


| 


| generally thought to be. 


} 
| 


Importance of Farmer 


Mr. Elliff said that one of the big 
things proven by the formidable 
new measurement of consumer 
buying power is that the farmer is 
twice as important as he has been 
The sur- 
vey indicated roughly that only one- 
fourth of the nation’s families have 
an annual income of $2,125 or over, 
with $1,446 the median. The mar- 
gin over bare necessities is the key 
to buying power, he said, asserting 


| that the myth of the “mass market” 


which has been painted in such 


| glowing colors in the past has been 


| 
| 


exploded. 


He concluded with a_ detailed 


| analysis of the distribution of pe- 


troleum products in Peoria, III. 
Projecting the Peoria sales figures 
on Alemite lubrication, motor oil 
and South Wind fans against the 
national total, he found that the 
latter would have been much larger 
had the Peoria average been main- 
tained. In pointing out the impor- 
tance of the farm market, he said 
that about one-half of the sales 


| made by the Peoria distributor were 


| 
| 


to rural dealers. 
New Frigid Achievement 


With its new Dual-Temp refrig- 
erator, Stewart-Warner claims that 
for the first time, fresh food can 
be kept in the home under the same 
scientific conditions which prevail 
in large hotels and on ocean liners. 
In a special, extreme-cold compart- 
ment, where the average tempera- 
ture is 22 degrees below freezing, 
frozen foods may be kept safely for 
months, under conditions prescribed 
by the frozen food industries, ac- 
cording to the manufacturer. 

With air sterilized by ultra-violet- 
rays in which bacteria or mold can- 
not survive, and with a new-type 
evaporator which permits the auto- 
matic maintenance of 85 per cent 
humidities at all times, the upper 


compartment of the refrigerator is | 


said to offer housewives a 
standard in food preservation. 


new 


The ultra-violet-ray lamp is of a| 


new design, similar to that used to 


sterilize the air in hospital oper- 
ating rooms. Experiments with the 
new evaporator have demonstrated 
that it does not turn moisture int 
frost, and that foods may be left 
uncovered for days at a time with- 
out losing their freshness. 


Oklahoma Advertising 
Pays Four to One 


For every promotion dollar spent 
by the Oklahoma state tourist bu- 
reau during 1938, the state has got- 
ten back four dollars in increased 
gasoline tax collections, according to 
Ennis Helm, director of the bureau. 
Although operating under an appro- 
priation of $110,000, the bureau 
spent only $34,467 in 1938. 

Mr. Helm reported that Oklahoma 
has moved from thirteenth to sixth 
place in state tourist business dur- 
ing the past year. 


Britons Turn Down 
Medical Endorsement 


A proposal that the British Med- 
ical Association should endorse, by 
means of a trademark, certain pro- 
prietary products has ‘been re- 
jected by the Advertising Associa- 
tion. 

The latter based its decision, in 
part, on a report that “an effort of 
this nature in America has not been 
of any appreciable value.” 


Joins Hansen Glove 


Elizabeth Webster Stubbs, for- 
ing Agency, Chicago, has been ap- 
pointed fashion director of Hanser! 
Glove Company, Milwaukee. She 
will maintain offices in the Michi- 
gan Square bldg., Chicago. 


| 


largest retail circulation 


of any business paper in 
_ the department store 


| 


merly with Stack-Goble Advertis- “g 
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3 Glass Group Claims 
B Gains in Beer 
§ Container Derby 


m Says Can Sales De- 
™ clined During Past 
Eleven Months | 


| 


ew York, Jan. 3.—A substantial 

for bottled beer over the 

-anned variety was claimed today 
the Glass Container Association 

3 in a market study covering the first 
1] months of 1938. While the ratio 

¢ packaged beer to total production 

= » that period advanced to 46.2 per 
B cent compared with 43.9 per cent 
first 11 months of 1937, 
beer accounted for only 
cent of total volume 


the 

nned 
Bceven per 
7 sainst eight per cent in 1937, in- 
Sdicating a corresponding rise in 
| ttled beer sales, according to the 
= .ssociation. 

The production estimates of the 
Container Association fol- 
Slowed closely on the heels of a 
Study made by the Psychological 
4 


Glass 


4 Company, in which a gain of 25 per 
ent was claimed for canned beer 
among home buyers. (ADVERTISING 
Ace, Dec. 5, 1938.) This survey was 
confined to urban areas, however, 

B and is not strictly comparable to 

Sthe association study. 


Says 91% Favor Bottles 


Commenting on the packaged 
beer trend, the association said: 
‘Over the last two years, canned 
beer has shown the least promise in 
sections where the largest increases 

packaged beer volume have oc- 


curred—such as the central states 
from Ohio to Nebraska and from 
and Minne- 


soia, the Pacific coast and the west 


t 
d Missouri to Wisconsin 
0 
1 south central states. 


The result has 


, been a_ significant trend toward 
Jarger bottled volume.” 

9 The peak of canned beer sales, 

h according to the association, was 


Me reached during July. A census of 
beer packaging in that month, based 
on reports from 554 out of 620 pro- 
ducing brewers, gathered and com- 
piled by the Glass Container As- 

‘. ociation, showed that 91 per cent 
of all packaged sales were bottled 

ibeer. The nine per cent of canned 


Teller Joins Long 


ALL RUNS SMOOTHLY NOW 


HELLO, OARUNG JY wnal’S THAT 
MiSs — wr 
1ST DINNER 

READY ? 


] THIS ROUGH PAPER 
} | wust nave BEEN / | WEVER PLALWED- 
| macine THINGS A) (hi GO GMT OUT 
LOT WORSE AND GET YOU SOME 


TRY TO FORGIVE 
ME~ | was SO 
UNCOMFORTABLE, 


' 
St 


H. cC. Teller, formerly’ with 
Bakers’ Helper, has joined The 
W. E. Long Company, Chicago 
agency specializing in bakery oper- 
ation and management. 


e- beer sales in the month compared 
a- Mewith 9.7 per cent in July, 1937. 


¥ 

in Second National Survey 

of i 

enf The July survey was the associa- 
Miion’s second nationwide study of 
brewers’ package experiences. It| 
Hyshowed, among other things, that 

y-@ggthe use of steinie bottles had in- 


is- Mereased to 31.7 per cent of total 
ickaged beer, compared with only 
m+ per cent in 1937. Nationwide 
ise of export bottles decreased from 
> per cent of the total in 1937 to 
w=? per cent, in spite of a sub- 
we 'ential increase in the number of 
tales using this old type of bottle. 
tubbies and miscellaneous 
ottles also decreased in use. 


ne previous year. Biggest loss was 

draught beer, which slumped 
9.6 per cent. Packaged beer. as a 

e, showed a loss of 12.6 in vol- 
ame, and in this classification, bot- 
sales were off 11.9 per cent and 
ned sales were off 17.9 per cent 


ACCOUNT 
EXECUTIVE 


© an Account Executive who 
oe produce, this sound. 
~ Y recognized, medium-sized 
~hicago agency offers services 
of a skilled staff. wholehearted 
©°-Operation, congenial asso- 
“ates and a drawing account 
commensurate with billing. A 
record of integrity and ability 
smmce 1926. All of our men have 
Seen informed. Inquiries held 
confidence. Address Box 
1607. Advertising Age, Chicago. 


Joe's TEMPER Almost BROKE UP Their HOME | 


SEND THEM BACK — I'M | on 208, never 
NOT MADE OF MONEY / BUT 
ano ' ' 
stor ™aT 
sant | <; 
| fe 


DOCTOR, SOMETHING 
MUST BE WRONG _{ DONT woRRy- 
| wilt Him 1 > I0€ AND! 
KNOW WE STrc ) ARE OLD FRIENDS 
LOVES ME ul GET wim TO 
DROP IW HERE 
TONIGHT 


TauGwt vs a | 
LESSON WE WELDED 


Make the “light = "4 


test” yoursell , see 
the greater pro- i. 
tection of “Soft- 


Scott Paper Company, Chester, Pa., has aroused considerable comment by the 

frankness of its advertising for toilet tissue. 

illustrated in the rising sales curve during 1938 when cartoon copy like the above 
was put into service. J. Walter Thompson Company is the agency. 


That frankness pays, however, is 


Grose to “Gazette” 


William E. Grose, formerly with 
Time and Erwin, Wasey & Co., has 
been appointed national advertising 
manager of the Gazette, Charleston, 
W. Va. 


‘On Approval’ 


Offers Voted Best 
for Direct Mail 


New York, Jan. 4.— Direct mail | 


users consider the “on approval” 
order the most sincere of all adver- 
tising appeals, according to a study 
released this week by the Direct 
Mail Advertising Association, based 
on a questionnaire survey con- 
ducted among delegates at the as- 
sociation’s recent Chicago conven- 
tion. 

The sales appeal of approval of- 
fers was endorsed by 96 per cent of 
those questioned. Free sampling 
was rated the second best appeal, 
with 86 per cent giving their ap- 
proval. 


Like Genuine Testimonials 


Testimonials from famous people 
ranked low, with four negative 
votes registered for each affirma- 
tive. The appeal of a premium re- 
vealed an even split of opinion, 50 
per cent in favor and 50 per cent 
against. The sales value of a 
money-back-if-not-satisfied offer 
won the endorsement of 75 per cent 
of the voters. 

Genuine testimonials, as distinct 


from those obtained in exchange for 
a gift or those signed by famous 
people, were acclaimed by 84 per 
cent. A report from a recognized 
authority was rated valuable by a 
similar percentage of those ques- 
tioned. 

Two out of every three advertis- 
ing men turned thumbs down on 
the “nothing down, easy payments” 
appeal, and on such statements as 
“this offer will not be repeated.” 
The 30-day free trial offer was en- 
dorsed by 77 per cent of the voters. 


Frost Adds 
Resort Division 


Expansion tq include the recrea- 
tion industry was effected by 
Harry M. Frost Company, Boston 
agency, Jan. 1, with absorption of 
the former E. D. Kollock Advertis- 
ing Agency, Boston. 

The Kollock organization is now 
functioning as the hotel and resort 
department of the Frost agency. 
The department is in charge of Miss 
Ruth L. Young, who was associated 
with the late Mr. Kollock. 


Gets Zinc Account 

The John Stover Company, Co- 
lumbus, O., has been appointed to 
handle the advertising of American 
Zinc Sales Company, distributor 
for American Zinc, Lead & Smelting 
Company. 


WHICH WAY THE WIND BLOWS 


w AUTOMOTIVE VALUES 


sized 


Total sale of beer in July de-| 
ined 16.5 per cent, compared with | 


Chilton Advertising Pages Totaled 


(MOTOR WORLD WHOLESALE pages not included) 


Chilton Editorial Pages Totaled 


Chilton Automotive Circulation 


The Record of Volume Tells the Story 
In 12 months, 
Chilton Automotive Services grossed 


_.... $1,037,329 


3,600 


34316 
94,000 


These figures are from two to three times greater than any other automotive 
publication claims. 


Chilton Automotive Publications, for greater reader interest, are carefully 
directed editorially, to the separate fields they cover. 


AvuToMOBILE TRADE JoURNAL, for Car Dealers. 
Moror Acer, for Independent Service Stations. 


Moror Woritp WHOLESALE, for Automotive Jobbers. 


ComMMERCIAL Car JouRNAL, for Truck Fleets. 


Automotive INpustries, for Manufacturing Plants. 


CH 


You can buy any part, or all, of Chilton Coverage. 


Chilton Leadership is proved in an unbiased 
survey made by 6 prominent advertising agen- 


cies, among a jury of 18,000 automotive outlets. 


The results show which way the automotive wind 


is blowing. 


Here 


Chilton has the advantage over all-coverage types of publications. 


ILTON C 


CHESTNUT & 56th STREETS 


pared = INC. 


PHILADELPHIA, PENNSYLVANIA 
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\V MEACGUAZINI 


FOR MOTTIERS 


| the magazine field after six years, 
| spending two years with Today and 
| two with Cosmopolitan. He then 
joined World Broadcasting System. 


| 

'*. 7 

“Ken” Becomes Weekly 
Beginning with the April 6 issue, 
| Ken will become a weekly maga- 
| zine. In making the announcement 
| the publishers reported total sales 
| of 9,200,000 copies since publication 
| wa started 10 months ago The 
single 

cents 


copy price will remain 25 


| \ MAGAZINE F 


| 
| 
| 


OR MOTHERS 
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“, s se JOINS AGENCY RANKS | ing of fresh fruits and vegetables, STARTS DRIVE FOR APPLIANCES 

fs W B Geissin er including more effective displays, | 
s s r store arrangement and the proper 
care of perishable food products ee ae | a 
' : in the retail stores have resulted a, oo) i ] 
un 1S | 0 ' from the merchandising research aT : ; 7 
and dealer service work carried Ommy... e me 
bd on under Mr. Geissinger’s super- 3 es at q ‘ 
fo Join L& vio nie ‘earn 
Sunkist campaigns in recent gan 
- years have frequently been cited as gar 
Many Research Projects, examples of the constructive power nt . 7 — 
* of advertising in serving both the NE me 4 
Copy Themes Credited consumer and the producer. a we yr - 
to Him Prior to his appointment as ad- 
vertising manager of the California 
Los Angeles, Jan. 4.—W. B. Geis- Fruit Growers Exchange, Mr. Geis- 
singer, for the past 13 years adver- singer served as financial editor of 
tising manager of the California the Los Angeles Evening Express; g 
Fruit Growers Exchange, this week publicity director of the West Coast 
resigned to accept an executive Division of the Shipping Board; 
position in the Chicago office of] w Bg Geissin Sunkist advertisi and assistant advertising manager Gi 
: . = ger, Sunkist advertising 
Lord & Thomas. He will take up manager for the past 13 years, who will of the Exchange. He served for Di 
his new duties Feb. 1. join Lord & Thomas next month. two years as vice-president of the fa 
Under Mr. Geissinger’s direction, Association of National Advertisers wr 
more than 75 per cent of Sunkist’s|~ sieges on ni ~|and participated in the formation in 
total $27,000,000 advertising invest-| arranged with the University of|of the Traffic Audit Bureau. BETTER + FASTER » SAFER — 
ment has been made. Stepping into| Chicago for a igt iy woe pet cemntesinniemnemnes ; y 
a position previously held by such] the relation of diet to dental health, e e j J 7, ep sp 
leaders in advertising and market-| probably the most comprehensive Experts Visualize . od 
ing as Don Francisco, now presi-| diet study ever made. Gum trou- 7 Yes, even a child can dial exactly the right heat tel 
dent of Lord & Thomas, and Paul a? and a _— were a Extensive Changes for any fabric... witha Westhaghoup hilent- DIAL Ss We 
S. Armstrong, now general manager | to be arrested in a large percentage |, . o-matic Iron. No guessing, no waiting, no ar 
of the Sunkist organization, Mr.|of cases when diets included liberal | 1M) Packaging Gouger S chedias, Th cesmes Ge cones YOUR HEAT tre 
Geissinger’s administration pro-| amounts of orange and lemon juice, ea 4.—That 1 ye ay Be ed ordles) to una! Wei + Digest ee 7 
: s ¢ : . 7 —_ > iven a ; ew ork, an. —: at revolu- pon ye 4 8 y tips provides just the right heat for 
duced a 50 per cent increase in the} and citrus growers were & tionary changes in all fields of con- pounds, actually saves you tons of needless issuing Uinen, eotten, wesl, oh or id 
per capita consumption of oranges,| new “reason why” in the promo- cies wnieen with be ae easly ne Fe ee Soe stays —- rayon materials. Never tov hot — rT 
ss : : : : . ably cool, aligue-proo' esign elimina bi : , 
principally during the depression ~ of ryed pe ae celta tea sequel to recent federal legislation, in gg BH straint Perfectly ‘ St: 
— change “instituted. a. three-direc. {8 Predicted here today by the|  jalmoet, sino egies == Westinghouse ==: 
Discovered Acid Theme tioned program of continuous re- American Management Association IRONING now...see your : : AN 
‘ ; , : ~careeangie _|in connection. with the forthcoming nearest Westinghouse store. udl-o-male s thi 
One of his earliest campaigns for| search, covering the various aspects ninth anuunl conference on packas- 1 Co 
Sunkist first called the nation’s at-|of advertising and merchandising}. : Poa pri 
tention to acidosis. It not only|for citrus fruits. oats se = eed ae STREAMLINE IRON & 
popularized alkalinity as a new Under his direction, health re- gree ag ae ian hehe Starch 
: theme for advertisers but estab-|search has been carried on by the 7-10 Westinghouse Electric & Mfg. Company, completing its educational task on small 
; lished a new technique for the pre-| Nutritional Research Department Describing a series of consulta appliances, has launched the heaviest campaign in its history for _— 88 ' 
* ati speci é stor Exchi and, under its|,. gpate : “aA sone i i i ticul ttention to the iron’ tomatic heat requlator. 3 I 
7 sentation of & spe cific he lth story of the xch ange am n r tions with merchandising executives with this copy devoting particular attention to the iron's -_ ; wt 4, =. e. 
| on a foundation of scientific re-| guidance, in various universities |. 4 : Initial copy will appear Jan. 21 in The Saturday Evening Post, 
aaa search. and health clinics. These activities |!" ™any industries, Alvin E. Dodd, handled by Fuller & Smith & Ross. Do 
. Another “first” attributed to Mr.| are conducted as insurance for the ea yess oe bw ll ‘i ee —— <= re = pre 
: ‘coi niensi oe = . advertia. | acipate é F c e . ing 
Geissinger was the featuring of | future of Sunkist health adver tis attention of most outstanding pack- NBC Names Strotz Sampson Joins Holland Cl 
products of other advertisers with| ing. Consumer and trade research ; — ‘ aan ae : 
: : : ave aging authorities Sidney N. Strotz, formerly pro- William F. Holland Advertising 
his own, and through this reciproc-| activities have also been pursued _— oe . i. Fa ew Cleinnatt 1 med 
. ; ‘ : pag ae pe EO : : “The unanimity of belief in im-|8tam manager, has been appointed | Agency, incinnati, has na R 
ity he increased the circulation of|on a _ systematic basis for many smeitieat Gauntlet all th . acting manager of National Broad- | Nield Sampson, formerly with Sta- | 
orange and lemon recipes. years under the Geissinger eye, to|! ng changes is a € more In~| casting Company’s central division, | tion WKRC, to’handle sales, pro- pre 
Success of the acidosis campaign | pre-determine the effectiveness of | ‘¢resting in view of the general un- Chicago, succeeding Niles Tram-| duction and radio script. He was Oh 
led Mr. Geissinger to  pioneer| advertising appeals and merchan- | ©ertainty regarding the exact nature! mel], who has been named execu- | previously with the Baltimore Sun, pre 
further into the clinical field of|dising technique. of the influence the various legisla-|tiye vice-president in New York. | Scripps-Howard, Hearst and J. Da- res 
health research. Following a clue| Many of the new developments of | 'v@ Measures will exert on packag-|C. L. Menser succeeds Mr. Strotz | vid Stern newspapers in New York ng 
from a Chicago dentists’ group, he} the past decade in the merchandis-|!98- But at least three widely ac-| as program manager. and Philadelphia. Ha 
cepted conclusions emerge: First, — ee — ———————————— ta 
—e — = that the new legislation, particu- r 
e larly the food, drug and cosmetic Wi 
act, will precipitate drastic changes 
in the packaging of the industries be 
affected by the act; second, that n 
these changes ultimately will result s WI 
in a marked increase in the inge- Bs 
" nuity and soundness of packaging F For 
| technique in these fields, which, in Band 
turn, will have a parallel effect on | p var 
all other industries; and, third, that ‘ Adi 
. 9 certain measures, notably the wage q ), - . | N 
* I le ave pleased lo annonce and hour legislation, will accelerate | Wc — pleased lo announce j S| 
ieee the tendency toward the increased i pri 
: . ; | use of automatic packaging ma- : 
et 1 ostere Fetteetanitennt of crventlation | chinery. B bro 
a - - | It is inevitable that both the the alestinain of ro 
and new advertising rales ctectiwe conference and the packaging ex- tol 
; si | position will reflect the concern of | se 

e Hanuave tel. 1066 the package using field with these S 

ei January Isl, / problems. The tentative programs : the 
ae | formulated on the basis of the group MR. D. MINARD SHAW Mi 

7 D d meetings of experts promise to do . 
7 a) Sov Onarier ly Issue | much to help solve the most vexing ‘ 
oe ; of these problems that are facing 
One page DIST S distributors.” oe 
Teo aol | 
wo columns 1yoo . ‘ 
O | | Miller Joins VICE PRESIDENT 
| ne coum (VOU } William R bea Y 
e | Idalf column Tale) Don Miller has joined William G. 7 
— Rambeau Company, radio repre- niall * 
fille | . sentative, as New York manager. 5 
eee $00,COO cofnes certified , Mr. — = an account execu- | ’ 
Pw \tive with Blackett-Sample-Hum- , a _ y 
4 a , { | | mert and Russel M. Seeds Cooupaney, Al »\ ER | [SING ’ DIREC TOR 

+, pristine caial crremlation He became advertising manager of bb 

Vogue, leaving after six years to | 
Faas an |take the corresponding post with | sy , 
* Judge. In 1927, he entered the radio | s 

—— s field with WOR, New York, leaving | 

Git }it to join the sales force of Scott | 

— | Howe Bowen, Inc. He returned to 


g ee eee 
- 4 
: | 
jh assiiiniseesimecasinascameeetianeainteeesniciatatiale 
: Mr 
ef ED 
se % ee | ; 
; 
ine ‘ Q te 
re ae ¥: 
Hy a “4 ia : ae . . - . . ty ‘ ; r re . es ee ; sea : = " : . - F as lt } it Ge i Ae . = - : orbs ; —* a» ie ‘ 
Py : rst Siig. oes ae 2? oe > ee fede oo! Fey ne oe ee, ale Xe. “Sprauedks = it at aoe 3 Be gears i as 


K 
i 
3 


aa 


_— ee 


ey Cee Ae 


: 


- 
\ 


4 


' 
4 


: 


tician of the California State Cham- 


ON THE NBC RED NETWORK 


January 9, 1939 


ADVERTISING AGE 


—— 


A&P Statistician 
Takes Up Cudgel 
in Chain Tax Fight 


Sharbrough Says Op- 
ponents Use "Statistical 
Half-Truths” 


Detroit, Jan. 3—A new angle in 
the chain store-independent strug- 
ele appeared here last week in the 
secusation made by Ralph B. Shar- 
rough, research statistician of the 
Great Atlantic & Pacific Tea Com- 
pany, that many of the so-called 
facts advanced by the independents 
were but half-truths and _ thus 
“more dangerous and damning than 
in outright falsehood.” 

Mr. Sharbrough’s comments were 
specificially directed at a survey of 
retail wages which he said was in- 
terpreted to show a higher average 
wage for independent store full 
time employes than was actually 
true. 

The accusation was made in an 
address given by Mr. Sharbrough 
to a joint meeting of the American 
Statistical Association and the 
American Marketing Association. 
Another to address final sessions of 
this conclave was Donald R. G. 
Cowan, chief statistician, commer- 
cial research department of Swift 
& Co. 


Engle Named President 


Nathaniel H. Engle, assistant di- 
rector of the Bureau of Foreign and 
Domestic Commerce, was elected 
president of the American Market- 
ing Association, succeeding Fred E 
Clark, of Northwestern University. 

Other new officers are Donald 
R. G. Cowan, Swift & Co., first vice- 
president; Theodore N. Beckman, 
Ohio State University, second vice- 
president; John Karol, director of 
research of the Columbia Broadcast- 
ng System, treasurer, and Albert 
Haring, Lehigh University, secre- 
tary Directors are Malcolm D. 
faylor, University of N. Carolina; 
William A. Sturm, economic statis- 


of Commerce; Paul D. Converse 
University of Illinois; Wilford L. 
White, chief of the marketing re-| 
earch division of the Bureau of 
Foreign and Domestic Commerce. 
nd Harry R. Tosdal, of the Har- 
vard Graduate School of Business 
\dministration. 

Marketing experts viewed Mr. 
Sharbrough’s appearance on_ the 
program as indicative of the A&P 
oroadened public relations policy 
brought about, in part, by the ap- 
roaching possibility of a chain 
tore tax measure in the newly con- 
ened Congress. 

Statisticians enter the struggle on 
the expected chain tax proposal, 
Mr. Sharbrough said, “because the 
Proponents of chain store taxes 


e resorted to the use of half-| 


¥ 
ati e 


& Pacific Tea Company. 
misuse of statistics concerning relative 


truths and distorted reports and fig- 
ures. Failing to obtain facts to sub- 
stantiate their charges, they have 
misrepresented the true state of 
affairs to the public. 

“In such cases it becomes the 
duty of the statistician to detect the 
purposely misleading use of figures. 
and to acquaint the public with the 
facts.” 


Half-Truth “Insidious” 


The most insidious misuse of sta- 
tistics, said he, is the “statistical 
half-truth, a statement of results 
from a statistical study which, with- 
out actual misstatement, fails to 
limit the conclusions to the actual 
scope and findings of the survey, so 
that either by accident or design the 
study lends itself to misrepresenta- 
tion of the facts.” 

Mr. Sharbrough referred to a 
1931 study of retail wages which 
showed a weekly pay check for in- 
dependent store employes in several 
types of business of $28.48. This 
was compared to $21.61 for 107.- 
035 chain store employes. 

A major error in this survey, Mr. 
Sharbrough said, was its inclusion 
of wage figures only from _ inde- 
pendent stores having a sizable vol- 
ume as against a much wider range 
of chain stores. 

A correct interpretation of the 
survey, he added, would have 
shown that less than one-half of 1 
per cent of the independent mer- 
chants in 41 large cities offered 
usable statistics, and that these 
merchants had a volume averaging 
twice that of the average for the 
entire United States. 

Other and more recent surveys 
have shown that the chain store 
employe is usually better paid than 
the worker in an independent store. 
“It is safe, also, to say,” he added. 
“that the employes of the A&P gen- 
erally throughout the United States 
receive the highest wages and have 
the shortest hours of any workers 
in the grocery business.” 

Another factor which may evolve 
as copy ammunition in the chain 
versus independent contest is that 
of operating expense. Although 
terming the Bureau of Census an 


1939 will be what 
YOU make it! 


WFBR will help 
you make it a 
“Happy New Year” 


A\\ 


MTIONAL REPRESENTATIVES 
ARD PETRY & CO. 


| vention were devoted to “Analyzing 


“outstandingly impartial fact find- 
ing agency,”’ Mr. Sharbrough argued 
that its Census of Business for 1935 
had presented many facts in a man- 
ner which, regardless of intention, 
have lent themselves uncannily to 
misrepresentations by sponsors of 
the anti-chain movement. 


Sales Interviews Important 


Mr. Cowan’s remarks to the con- 


the Sales Interview,” a technique 
which he said had not received its 
just share of attention in compari- 
son with the amount of research on 
other elements in the selling pro- 
cess. 

Analysis of sales interviews and 
a consequent program for obtaining 
increased effectiveness may yield a 
greater profit to the company as 
well as help to reduce the cost of 


sr hese. 


stores. 


marketing goods to the consumers. 
he emphasized. Many factors at} 
least indirectly connected with this | 
have had attention, Mr. Cowan re- 


marked, but these have often been | 


SPEAKERS AT MARKETING CONCLAVE 


Ma. eae 


3p 
: 


=" 


Among those who addressed the recent convention of the American Marketing 
Association in Detroit were Sidney Hollander, Jr. (left), Maryland Pharmaceutical 
Company, and Ralph B. Sharbrough, research statistician of the Great Atlantic 
Mr. Sharbrough scored chain tax proponents for alleged 


wage scales in chain and independent 


factors outside the immediate con- 
trol of the salesman, such as mar- 
ket potentials, establishment of 
quotas and rearranging of terri- 
tories and delivery routes. 

Need for further effort toward 
improving the salesman’s own tech- 


nique, Mr. Cowan said, is evidenced 
in two recent studies. 

“One company, marketing a large 
variety of grocery items, asked 
more than 2,000 salesmen and sales 
managers to list the factors which 
they considered important in in- 
fluencing sales performance. They 
named 93 factors. In another com- 
pany, a sales manager asked 108 
sales supervisors to state the six 
factors which they considered as 
most important in evaluating a 
salesman’s performance during his 
interview with a customer. They 
submitted 777 opinions, containing 
47 main reasons. 

“According to the laws of causa- 
tion,” Mr. Cowan continued, “statis- 
ticians know that any variable is 
affected by only a small number of 
important factors, and the size of 
salesmen’s orders is no exception to 
this rule. In the first-mentioned 
company, subsequent studies 
showed that only nine factors were 
of major significance.” 


-|CBS Names Kemp 


Arthur J. Kemp has been ap- 
pointed sales manager of the Col- 
umbia Pacific network. He was 
formerly special representative of 
Radio Sales for the Pacific Coast 
and previously was sales promotion 
— of Station KNX, Los An- 
geles. 


> 


INHABITANT 


“Open Road” 
Buys “Outdoors” 


Open Road Publishing Company, 
Boston, publisher of the Open Road 
for Boys, has taken over Outdoors, 
Chicago, which will be moved to 
Boston Feb. 1. Clayton H. Ernest, 
president of Open Road Publishing 
Company, will also head the new 
publishing corporation, Outdoor 
Publications. 

Nelson J. Peabody, advertising 
director of Open Road, will be in 
charge of advertising. Raymond A. 
Mann will continue as advertising 
manager and Victor B. Klefbeck 
will continue as editor. 


Amsterdam Dissolves 


George E. Barton, president of 
Amsterdam Agency, Inc., New 
York, has announced dissolution of 
the agency and his retirement. Wil- 
liam M. Tyack, former vice-presi- 
dent, will service all former ac- 
counts from Metropolitan Advertis- 
ing Company, New York. He will 
head Metropolitan’s resort and 
transportation advertising depart- 
ment. 


Lucey Shifts 


William F. Lucey, formerly busi- 
ness manager of the Evening Post, 
Worcester, Mass., has joined the 
Worcester Telegram and Gazette as 
assistant business manager. 
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, ’ Utilities Give 
Spring Line 
Winter Workout 


Launch Attempt to 
Build Sales Volume in 


Slack Season | 


Le 


Lincoln, Neb., Jan. 5.—Taking a 
cue from furriers who have _ so 
successfully merchandised winter 
warmth during the sweltering days 


of late July and August, several 
Midwestern public utilities have 
banded together for what is be- 


lieved to be the first aggressive at- 
tempt to sell automatic water heat- 
ers, normally a leading spring and 
summer item, in the depths of win- 
ter. Details were explained today 


NOT FERDINAND 


* 


__ PULLISE.... 


Maybe because we ve had a very satisfactory year 
in "38... Or becuse we've been geiting a lot of 
increases. ag well as new business. for ‘39... Or it 
might be just that we like the looks of things ia 
general Anyhow — we're definitely bullish on ‘38. 


KEELING & COMPANY, Inc. 


CHAMEER OF COMMERCE BUTLOIEG sepiamaroue 


by W. Joyce Ayres, advertising 
director, Iowa-Nebraska Light & 
Power Company. 

A genuine economy appeal 
picting water heaters as “Fuel Sav- 
ers” provides the spearhead for the 
campaign. A barrage of convincing 
information asserts that the 
stallation of an automatic water 


over old-fashioned methods of heat- 
ing water, and ultimately becomes 
a crusade against the so-called tape- 
worm of the fuel supply—the fur- 
nace coil. 

This 


sales 


utility innovation is 
ne predicated upon the theory that 
ee. January and February are annually 


“dog days” in appliance selling. To 
convert this period into productive 
time, all available man-power of 
the cooperating utilities has been 
marshalled for a ten-week con- 
certed effort. Complete canvasses 
of the utilities’ gas services now 
without the benefits of automatic 
water heating key the anticipated 
sales success. 

The sales drive is being supported 
by a complete program of adver- 
tising, sales promotion and display. 
Newspaper, outdoor, direct mail, 


be used, while mass display of hun- 


ties’ display rooms 
support the effort. 


and windows 


Teaser Copy Used 


ee The convenience appeal is most 

, commonly used in the sale of auto- 

7 matic water heaters, with the major 

y “te, selling season occurring at the end 
& of the house-heating period when 
e: auxiliary methods of water heating 

: ma must be employed. Copy theme in 
I this case, however, based on econ- 
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THE 


de- | 


in- | 


heater will actually make possible | 
a substantial saving on the fuel bill | 


and house-to-house distribution will 


dreds of water heaters in the utili- | 


Keeling & Co., Indianapolis agency, cel- 
| ebrated the new year with this copy in 


| local newspapers setting forth its views 


on 1939 possibilities. 


omy, is embraced in the four-word 
statement, “Try a Fuel Saver,’ and 
suggests a free trial to ‘Convince | 
| yourself.”’ 

| Direct reference to and actual 
illustration of water heaters have | 
| been intentionally omitted from all 
advertising, the sponsoring organ- | 
izations being content to allow the | 
| economy appeal to challenge public | 
|curiosity and depending upon the 
| individual house-to-house personal | 


canvass and supporting literature | 
| to carry the brunt of the sales 
| story. 

Credit for originating the idea 


| goes to C. A. Nash, vice-president 
in charge of merchandise, United 
Light and Power Service Company, 
Davenport, Ila. More than a score 
of representative utilities, from 
| Tennessee to the Rocky Mountains, 
have signified intentions of coop- 
erating by ordering “Fuel Saver” 
advertising and _ sales promotion 
material. 


Coyle Transferred 

Patrick Coyle has been trans- | 
ferred from the contact staff of Jam 
Handy Picture Service, Detroit, to | 
| the New York office where he will 
| be assistant to Geo. B. Finch, man- 
ager. Stanley W. Williamson has 
joined the executive contact staff 
in charge of retail sales training 
|meetings in New York. 


\Sieck Names Crandal 


Following a reorganization of its | 


| radio department, H. Charles Sieck, 
|Inc., Los Angeles, has appointed | 


Donald H. Crandal radio production | 
| director. 


| 
| 


When you buy WHK or WCLE, 
you know you're not going to be 
shifted around by network shows. 
For the United Broadcasting Com- 
pany through careful manage- 
ment, has definitely reserved for 
advertisers an amazing amount 
of desirable guaranteed time. A 
postcard, phone call or wire will 


bring you complete information. 
Nat: n a/ Re; re 
RADIO ADVERTISING CORPORATION 


entatives 


DCASTING 


WAC — Columbus, Ohie 


COMPANY 


Getting Personal 


Arthur Ramsdell, director of sales, Borden Company, is relaxing 
on a Caribbean cruise. Arthur Sulzberger, publisher, N. Y. Times, 
took his family to Hollywood for the holidays. Another stopover was 
made at Phoenix, Ariz., before returning to Gotham Jan. 4. L. D. 
Becker, the business paper publisher, will be vacationing until mid- 
January. 


Col. William H. Rankin, the agency chief, and Henry M. Frauen- 
thal, v. p., Kopper Outdoor Advertising Company, are running neck and 
neck in the race to see which member of the N. Y. Ad Club can 
attract the most new members in a club drive... 


Dr. Dario de Almeida Magalhaes, managing director, Diarios 
Associados, a group of Brazilian magazines, newspapers, and radio 
stations, saw the old year out and the new in aboard a ship home- 
ward bound for Rio. He spent six weeks in the U. S. and Canada... 


Dick Borden, s. p. m., Borden Company, presided over a sym- 
posium of the Sales Executive Club which co-featured S. E. Charles, 
s. m., Thomas A. Edison: Neal Lang, s. m., Hotel New Yorker, and 
A. O. Holder, v. p., James McCreery & Co. 


David H. Knott, the hotel magnate, gave a dinner for his son, 
Robert G. Knott, prior to the son’s marriage to Dorothy Aylesworth, 


daughter of Merlin H. Aylesworth, publisher, N. Y. World-Tele- 
gram... 
L. B. Palmer, g. m., American Newspaper Publishers Assn., re- 


turned to work Jan. 9 after a vacation. . 


Ross Federal Service has a senator among its field representa- 
tives. E. H. Bond, of Manchester, N. H., earned the post in his state’s 
upper house in November elections. .. Gene Robb, Washington mem- 
ber of the Hearst organization, is a busy man these days, what with 
winding up his law studies and preparing to become a father. 


FETE SPEEDWAY CHAMPION 


Floyd Roberts (center), 1938 Indianapolis Speedway champion, was the quest of 
honor at a recent banquet staged by the Racine Advertising Club, Racine, Wis. 
He received, as a souvenir of the affair, an electric tool, presented by R. L. 
Hamilton (left), sales manager of Dumore Company, while C. D. Southard, 
advertising manager of Hartman Trunk Company, looks on. 


The Washington Post family has grown considerably in the past 
few weeks, with the addition of a boy to the R. C. O’Donnells 
(classified a. m.) and Barbara, third daughter of Gene Matthews 
Baxter, of the national advertising department. . . 


Clyde Horton, account executive with Fuller & Smith & Ross, 
Cleveland, has just completed 25 years of service for the agency, and 
fellow workers presented him with a set of golf clubs at a party 
given in his honor. . . Myron L. Smith, advertising director of the 
Cincinnati & Suburban Bell Telephone Company and past president 
of The Advertisers Club, was married the day after Christmas to 
Sara Gray Schrader of Cincinnati. 


Add Yuletide roundup: Smith & Finlayson, Salt Lake City 
agency, sent the season’s greetings via the “Christmas Jeer,” a gossip 
sheet containing news of its personnel and comments in general. . . 
General Outdoor Advertising Company, Chicago, started its annual 
holiday party at noon and scheduled its floor shows for three different 
times during the afternoon so that no one would be left out... . 


Bernarr Macfadden, the publisher, had another narrow escape 
when his plane crashed at Westfield, Mass., the day after Christmas. 
The ship was badly damaged, but Mr. Macfadden crawled from the 
wreckage unhurt. The publisher also crashed in Los Angeles 
Sept. 1... 


C. H. Cottington, v.p., N. W. Ayer & Son, makes a hobby of hot 
music. A professional banjo player in Chicago in his youth, Cotting- 
ton now boasts an extensive wax library of swing recordings. He 
got his start in advertising with the Chicago Tribune's classified dept., 
joining Ayer in 1925... 


Fred W. Lahr, a.m., Lumbermens Mutual Insurance Company 
and president of the Indianapolis Advertising Club, will be a faculty 
member of Butler University’s evening division for the second semes- 
ter. He will teach a practical course in advertising. . . 


Visitors to the art exhibition on New Year’s Day at the Boston 
center for Adult Education saw a group of five sketches by Nan 
Howard, WEEI account executive. .. WEEI’s program director, Arthur 
Edes, is leaving shortly on the S.S. San Joacino for a month in 
Porto Rico. . 


John Muir, partner in the Philadelphia agency, 
Muir, Inc., was presented with a son a few weeks ago 
Muirs’ second child 


Gallagher & 
This is the 


Helen Wing. of the radio department of Needham, Louis & Brorby, 
Chicago, is vacationing in New Orleans and Mexico City 


Frank B. Avery. Jr., of the Chicago office of Dell magazines, is 


recuperating after an operation for appendicitis. He is the son of the 
Neisser-Meyerhoff space buyer 

Col. Robert P. Robinson, account executive of Lord & Thomas. 
Chicago, for the past 14 years, is taking a leave of absence and will 
spend his time traveling 


es 


Coming 
Conventions 


Jan. 21. Midwinter meeting, Aq. 
'vertising Affiliation, Buffalo, N. y 
| March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 28-30. Annual convention, 
| Associated Business Papers, Inc. 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad. 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference. 
Association of National Advertisers 


Westchester Country Club, Rye. 
|N. Y. 
| May 11-12. Annual convention 


American Association of Advertis- 
ing Agencies, Waldorf-Astoria, Ney 
| York. 


| May 16. Spring meeting, Insur- 


‘ance Advertising Conference, New § 


York. 

| June 5-6. National Business-Con- 
;}sumer Relations Conference, Buf- 
| falo, i. Es 

| June 12-17. 
|Lithographers National Association 
| Westchester Country Club, 
N.Y. 

June 18-22. Annual convention, 
Advertising Federation of America 
Waldorf-Astoria, New York. 

June 25-29. Annual convention 
International Association of Display 
Men, Hotel Astor, New York. 

Sept. 12-13. Annual convention, 
Association of National Advertisers 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference 
National Industrial Advertisers As- 
sociation, New York. 


To Whipple & Black 


Whipple & Black Advertising 
Company, Detroit, has been ap- 
pointed advertising and merchan- 
dising counsel for I. E. Ilgenfritz 
Sons Company, Monroe, Mich., 
nursery. Ken Crawford is account 
executive. Radio Electronic Tele- 
vision Schools, Detroit, has 
named the agency to direct its ac- 
count. Townley A. Ellington is ac- 
count executive. 


Rye 


Account to O’Connell 


| Nestle-Le Mur Company, New 
| York, has appointed R. T. O’Con- 
nell Company, New York, to handle 
the advertising of its beauty shor 
division. 


Railroad to Cabot 


appointed Harold Cabot & Co., Bos- 
ton, as advertising counsel, effective 
Feb. 1. Allan C. Gottschaldt wil 
be account executive. 


Dog Food to Humphrey 


Old Trusty Dog Food Company, 
Needham Heights, Mass., has ap- 


Boston, to handle its advertising. 


BES Gaye S! 
TE. RUBBER Agia 


PAPER CEMENT 


FOR 
LAYOUTS » DUMMIES 
MASKING + PHOTO- 
MOUNTING: every paper 


joining need. 
NO WRINKLING 
OR CURLING 


Try Best-Test for Clean, Speedy Results 
At All Dealers 


For Free Sample, Write 


Annual convention, 


also | 


pointed H. B. Humphrey Company, 9 


UNION RUBBER 


& ASBESTOS CO. 
TRENTON, N. J. 
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Veterans Retire, 
New Blood Takes 
Up Executive Tasks 


Prominent Figures Cast 
Their Lots in Agency 
Circles 


With clients manifesting consid- 


erable reluctance to court the di- 
inished public purse with any 
eyeat volume of advertising, and 


new laws complicating their work, 
agencies were not sorry to see 1938 
pass into history. 

One of the features of the year 
in the agency realm was the deci- 
ion of Albert D. Lasker, veteran 
head of Lord & Thomas, to retire 
from active work, and his selection 
; the youthful Don Francisco to 
) direct affairs of the big organiza- 
tion. 
: Another pioneer who retired from 
§ business to enjoy the fruits of his 
) labor was F. Wallis Armstrong, who 
) for many years handled the adver- 
| tising of Campbell Soup Company. 
‘7% Mr. Armstrong sold his agency to 
Ss.) .. Ward Wheelock, Jr., an associ- 
ate. William G. Baer, who wrote 
©. 7) more Campbell copy than any other 
= nan, also retired during the year. 

A new record for active service 
vas established in June by E. W. 
Kimmelberg, first vice-president of 
Albert Frank-Guenther Law, who 


18 tarted his agency duties 50 years 

4 ago. 

7 Ivey Goes on Own 

nt Neal D. Ivey broke away from 

e- McKee, Albright & Ivey in June 

SO to form his own agency, Ivey & El- 

ve lington, with Bayuk Cigars, Inc., as 

? one of his main accounts. Brooke, 
Smith, French & Dorrance, New 

} York, absorbed Loomis & Hall, Mi- 

Yami, with Brooke, Smith & French, 
wd Detroit, sending some of its ex- 
ale perts to Miami. 

Of Blackett-Sample-Hummert, Inc., 
highly successful on this side of the 
water, established a London office. 
Homer McKee abandoned his indi- 

} vidual agency to cast his lot with 


18° Erwin, Wasey & Co., Chicago. Mil- 

Ston Blair gave up his long connec- 
ton with J. Walter Thompson 
» Company, Chicago, and that agency 
= added the services of another vet- 
eran, Chester Foust. 


ny, Increases Media Responsibilities 
ap- 
7 J. Walter Thompson Company, 


New York, noted with interest the 
expanding use of motion pictures 
1 sales promotion, and created a 
new major department to special- 
ize in this work. N. W. Ayer & 
Son, Inc., announced increased re- 
sponsibilities for its media depart- 
ment, under direction of Harris D. 


TO A PUBLISHER 


Who Wants 
) BETTER REPRESENTATION 


er ; 
in the Middle West 
The Middle West Representative of 
a New York publisher, who maintains 
ults 7 complete Chicago office, including 


art and copy service facilities, is de- 
“ous of taking over the representa- 


“on in this territory for one additional 
publisher. 


This representative is a top notch 
®xecutive salesman with wide experi- 
*nce and contacts among advertisers 
a “gencies throughout the Middle 
*st. He regularly covers all prin- 
> “ities through Michigan, Ohio. 
illinois. Indiana and Wisconsin. 


qubstantial part of his time and his 
. ‘*©ago office facilities are available 
ee publisher who wishes to 
“re more effective representation. 
ol saat to such a publisher will 
pein are be less than what he is 
pe For detailed information, to 
*xchanged in confidence. 


Address 
Box 1608, Advertising Age 


Numerous Accou 


nt Changes, Personnel Switches Mark Agenc 


AMONG THE HEADLINERS IN AGENCY NEWS 


Henry Legler 


Bootman. Functions of the depart- 
ment were described as media se- 
lection, data development, purchas- 
ing, checking insertions, auditing 
and media filing. A board of nine 
will handle media selection and ac- 
tual copies of publications, rather 
than tear sheets, will be used for 
checking. 

H. Paul Warwick and Henry Leg- 
ler left Cecil, Warwick & Legler to 
form their own agency in New 
York. Maxon, Inc., Detroit, occu- 
pied its own building, one of the 
few in the country especially de- 
signed for agency work. 

Arthur E. Tatham resigned from 
Bauer & Black to cast his lot with 
Young & Rubicam, and his exam- 
ple was followed later in the year 
by J. Kenneth Laird, vice-president 
of Weco Products Company. H. K. 
Boice, long prominent as vice-presi- 
dent of Columbia Broadcasting 
Company, joined Benton & Bowles. 

George R. McGivern, space buyer 
for Blackett-Sample-Hummert, Chi- 
cago, made a surprise move when 
he resigned to become an account 
executive, Jack Loucks, late of 
Sales Management, taking over 
media buying. Fred J. Ross, chair- 
man of Fuller & Smith & Ross, 
Cleveland, retired Dec. 31 after 35 
years in the agency field. 


Accounts Change Hands 


Account changes, perhaps no 
more numerous than in previous 
years, involved some of the richest 
advertising plums. Kellogg Company 
made several changes in its agency 
connections, placing Kellogg’s Pep, 
40% Bran Flakes and Gro-Pup with 
Kenyon & Eckhardt; Rice Krispies, 
Krumbles, All-Rye and Whole 
Wheat Biscuits and Kellogg’s corn 
flakes with J. Walter Thompson 
Company. 

Quaker Oats Company also 
severed some of its old ties, nam- 
ing Sherman K. Ellis & Co. for 
Aunt Jemima pancake flours and 
Pettijohn’s cereal, and Ruthrauff 
& Ryan for Quaker Oats, Mother’s 
|Oats and Little Kurnels, with 


Mitchell & Faust handling Muffets. | 


Handles Movie Contest 


Donahue & Coe was selected for | 
the big quiz contest of the motion | 
Bur- | 
nett Company added a number of | 


|picture industry, while Leo 
|new accounts, including the Pure 
Oil Company. Maxon was picked 


|for advertising of the National Ho- 


|tel Management Company, and 
|Frostilla went to Charles Dallas 
|Reach Company. Drackett Prod- 


|}ucts Company placed advertising of 


Windex and Drano with Young &| 


Rubicam and ihe Norge account 
went to Lee Anderson Advertising 
Agency. 

Premier-Pabst Sales Company se- 
lected Lord & Thomas as its new 
agency, and Young & Rubicam ad- 
ded General Foods Corporation’s 
Kaffee Hag. Glenmore Distilleries 
Company named D’Arcy Advertis- 
ing Agency, and Electric Auto-Lite 
picked Ruthrauff & Ryan. Amer- 
ican Stove Company transferred to 


H. K. Boice 


Batten, Barton, Durstine & Osborn 
and the Baltimore & Ohio Railroad 
placed advertising west of Pitts- 


Don Francisco 


burgh with Reincke-Ellis-Young- 
green & Finn. Kenyon & Eckhardt 
added Munsingwear. 


| |the British 


bri paseny Raises Budget 

| A 25 per cent increase in the ad- 
| vertising schedule for Bali bras- 
siers, bandeaux and combinations 
for 1939 has been announced by 
|Fay-Miss Brassiere Company, New 
York. Newspapers in nine major 
cities, magazines and business pa- 
| pers will be used. A campaign for 
market is also being 
planned. Lester Harrison Asso- 
ciates, New York, directs the ac- 
count. 


Two Appoint Reiss 

Artex Manufacturing Company, 
Brooklyn, has appointed Reiss Ad- 
vertising, New York, to direct its 
advertising in newspapers and busi- 
ness papers for Artex Duray cov- 
ered blinds. The agency has also 
been appointed by Bruno Labora- 
tories, Inc., New York, manufac- 
turers of microphones. 


. 
To Represent “Topics” 
Trailer Topics, Chicago, has ap- 
pointed Gerard Velthaus Associ- 


_|ates, as its New York representa- 


tive; C. R. Pinkerman in Los 
Angeles and Robert Cron & Asso- 
ciates, Atlanta, as Southern repre- 
sentative. 


In the Hardware Field 
I's HARDWARE AGE 


With its more than 21,000 Net Paid (A.B.C.) Subscribers 


Hardware Age offers you— 


—The Largest Circulation in the Hardware Field (by a 


_ Harpware Ace © 
_ 239 Wést 39th Street, New York, N.Y. 


93.9% 


margin of over 5000) 
—The Largest Retail Circulation (by more than 2000) 


—The Largest Coverage of Retail Hardware Stores (by 
more than 2000 stores) 


and 


—The Largest Wholesale Circulation affording practically 
complete coverage of the hardware jobbing houses of 
the country. 


Thorough coverage of your retail and wholesale hardware 
markets is offered through a circulation characterized by 
HIGH READER INTEREST as shown by the high renewal 
rate, 76.83°/, (A.B.C. June, 1938). 


Because most live hardware men throughout the country 
like to read HARDWARE AGE manufacturers interested in 
this market like to advertise in it. 


of the advertisers 


using either or both of the national 
hardware papers last year 


used HARDWARE AGE 


(and over 7 out of 10 of them used HARDWARE AGE only) 


Send for “Some Facts About Hardware Age” 


— ALB.C. © Charter Member «© ABP. |. 
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Frozen Food 
Field Looks to 
Expansion Ahead 


Vast Production In- 
crease Expected to 
Push Linage Up 


New York, Jan. 4.—Lacking the 
stimulus of any sustained national 
advertising, and handicapped by 
spotty distribution, the infant 
quick-frozen foods industry made 
notable progress in 1938 and de- 
veloped a consumer demand which 
producer facilities were unable to 
meet. A survey of the field shows 
that a 100 per cent increase in re- 
tail production has already been 
planned, with schedules subject to 
further increase later this year. 

How greatly quick-frozen foods 
advertising will be expanded in 
1939 is still a matter of conjecture. 
Aside from some local promotion 
in the West and on the Pacific 
Coast, the only consistent advertiser 
in the field up to now has been 
General Foods Corporation through 
its Frosted Foods Sales Corpora- 
tion subsidiary, marketer of Birds- 
eye brand. The latter’s advertising 
is strictly sectional, confined almost 
entirely to newspapers in cities 
where retail outlets have been es- 
tablished. 

There is a possibility, however, 
that 1939 may see the entrance of 
several other important factors into 
the field. At least two ice cream 
companies are reported to be con- 
sidering the move, and one meat 
packer, with national distribution, 
is said to be eyeing the market with 
favor. 

Invasion of the field by such new- 
comers might lead to a tremendous 
increase in advertising activities, 
with old-timers making a strong bid 
to hold their share. 

The quick-frozen foods industry 
is a “depression baby.” One of the 


Oi. cort 


buy 


s a> 
aS numerow 
‘ 
ing dollars 


The Tims® 


FROZEN FOOD COPY TECHNIQUES VARY 


Babies... just babies 
...just 4 hours old! 


LISTEN Take our seeds We une a special kind 
You ve eaten fresh mas before~and = We plant them wn certas 
ner 


anon thet y — where the sor! arch am 
a 


yeed cm! Yet we calmly 


shout aore on the pod 


unless you favee your own, you Il never 

om om aweet how tender 

how unbelievably FIELDPRESH « lima 
vw by 


Here «why 


Your average toma takes any @here 
trom 12 hours up to three whole days 
to bet the market During that journey 
favor hasstarted to go — toughnessert on 

But not oo BIRDS EVE BABY LIMAS 
alien full treahness when the beans 


« Baby Lomas come ready to 
cook Notheng to shell No pods to 
throw away The staggerong fact us that 
st takes TWO POUNDS of martet limas 


wethe- pod to equal the four servings 


you get from only ONE BOX of already 
shelled Burds Eve Lomas 
Only 13 4 bow species! thee week 
Try 2 bos today! Follow cooking dr 
rec trone caretully 


U] disappounted by 2 single bean! 


There are more than 00 kinds of Birds 


XN Eye Vegetables — Frarts— Poultry — 
- Meats—and 4 Sestoods All cleaned 
trommed ready Wo serve oF cook 

Birds Eye Foods 
= ~ oud old My 
cat ie cotcbes the firid-feesbasse ot to «4 ent of the gaud old Mesmenpp 
pesk—and Ivterally SEALS fT IN’ The 
@howr tenderness @ yours NOW ~ TO 
pay , matter Dow far from the fields 


BIRDS EY 


But « takes more than magn quack 
freemng to bring you euch swell lumae 
as Bords Eye 


peostio FOODS 


Money back of you re 


The choicest fish of the season's catch are now available 
to you with “all the freshness and flavor sealed in 
through the new Booth Frozen Fresh Sea Food Service 
Come in today and find out how easly—and econom 
vcally, too—you can add vanety to your daily menus 
BUY FISH AS YOU DO 
CRACKERS AND SUGAR 


Booth Frosen Fresh See Foods are packed in 


the price w ecnsomcal 


NO BOTHER 


Booth Frosen Fresh Ses foods ase cleaned 
seedy to serve The choicest hab of 


taken trom the weter and cut to just the 
ngbt mse tor you to cook tor your lemuy 

NO WASTE-NO ODOR 
Whes you buy Booth Frosen Fresh See 
peeds 


Place them m your retngerstor as you 
would tresh meat. There @ a0 odor to con 
lem.nate other tods ww cookiag 


YOU CAN NOW OBTAIN THESE VARIETIES 

Haddock Tastyloins Genuine Sole Tastyloins 

Pike Tastyloins See Perch Tastyloins Scallops 

Shrimp. Fresh Shrimp. Cooked and Cleaned 
FROM THESE MERCHANTS 


are now avatlable 
we most coties north of the Otro River 


Faget vasik | 


Birdseye and Booth pursued widely different courses during the past year in tell- 


The 


ing their sales story to consumers. 


General Foods unit conducted a cam- 


paign in newspapers and magazines which featured a breezy style and dramatized 


the products’ chief qualities with informal 


hand, preferred to emphasize the utilitarian side of frosted foods. 


little line drawings. Booth, on the other 
The latter 


campaign appeared in newspapers in several important markets. 


outstanding pioneers, Birdseye, 
started operations in 1931. For 
several years it was strictly an East- 
ern business, then it spread to the 
West coast, and finally began 
throughout the country. From a 
handful of producers, suddenly 
there came to be hundreds. Most 
of the development has been in 
the past 12 months. 

Food experts cannot agree on 
how many packers are today pro- 
ducing quick-frozen foods. Esti- 
mates vary from 100 to 500. Pro- 


duction offers no great problems— 
it is distribution which furnishes 
the difficulties. Big producers, like 
Birdseye, operate elaborate plants 
with expensive machinery, but 
small operators sometimes use the 
crudest sort of apparatus. One 
company, for example, is said to 
have rigged up a device which 
blows air through dry ice at high 
pressure, performing a quick-freez- 
ing job in a small way. 

Growth of the business in 1938 
is reflected in the production fig- 
ures. According to Quick Frozen 
Foods, total output in 1938 was 
514,435,000 pounds, compared with 
273,407,766 pounds in 1937 and 169,- 
209,000 pounds in 1936. Of this 
total, only about 10 per cent was 
for retail sale. Estimates of 1939 
production indicate a gain of about 
35 per cent, including institutional 
as well as retail business. Retail 
volume will make up about 20 per 
cent of the 1939 output, it is esti- 
mated. 

At the present time, the institu- 
tional business is by far the larger 
part of the quick-frozen food vol- 
ume, catering to restaurants, hospi- 
tals, and industrial plants. How- 
ever, the most rapid progress is be- 
ing developed in the retail end of 
the business, and it is in that direc- 
tion producers are looking for their 
biggest future advance. 

Entry of ice cream companies 
into the field would open up hun- 
dreds of thousands of new outlets 
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| standing producer 
| trade 


and change the whole complexion 


|of the business. 


Birdseye is currently the out- 
for the retail 
and is credited with nearly 
half the sales in that category. On 
the other hand, it is said to have 
only 10 or 15 per cent of the insti- 
tutional business, in which there 
appears to be no one dominating 


factor. 
Chester Cites Growth 


C. M. Chester, chairman of Gen- 
eral Foods Corporation, said that 
during 1938 his company had ex- 
tended operations into every state, 


not yet been completed but they are 
expected to call for a substantial 
increase. 

Next to Birdseye, Honor Brand 
Frosted Foods Corporation is the 
outstanding producer in the East. 
Its advertising in 1938, according to 
T. C. Waterman, Jr., general sales 
manager, was concentrated in 
point-of-sale material. No plans 
have been made for the new year, 
but more advertising was predicted 
by Mr. Waterman. 


FARM LOCKER TREND 
GAINS MOMENTUM 


Detroit, Jan. 4.— Quick-frozen 
foods and farm locker _ storage 
plants will offer the two fastest ex- 
panding markets for commercial 
refrigeration in the near future, ac- 
cording to F. M. Cockrell, publisher 
of Air Conditioning & Refrigera- 
tion News. The air conditioning 
field will continue to hold a fore- 
most place in applications of refrig- 
eration, with self-contained units of 
a predetermined or “package” ca- 
pacity dominating the field, he pre- 
dicted. Milk coolers, both for dairy 
plants and smaller units for pro- 
duction-point use will also form an 
important demand, he said. 

Due to the necessity for develop- 
ing low-temperature transportation 
and display and storage case sys- 
tems to accompany this basic proc- 
ess, introduction has largely been 
confined by the patent holders to 
one city at a time, principally in 
the East, Mr. Cockrell said. Since 
the equipment is not particularly 
complicated or expensive, the pat- 
ent holders have been leasing the 
machinery rather than selling it. 
However, the Experimental Engi- 
neering Station of the University of 
Tennessee has developed a_ unit 
which it intends to market in con- 
nection with the TVA. 

Larger producers, such as Gen- 
eral Foods, who use the Birdseye 
patent, take their equipment direct 
to the point of production, freeze 
the food there, and transport it 
to central points on refrigerated 
trucks. A significant point is that 
trucks have been used almost en- 
tirely for this purpose. 


Value to Farmers 


Farm locker storage plants have 
been developing rapidly, particu- 
larly in the Middle West, and are 
now beginning to spread every- 
where, Mr. Cockrell continued. In- 
dependent farmers, or cooperative 
groups, install locker plants in small 
rural communities, making possible 
low-cost storage facilities for each 
individual’s produce, enabling him 
to dispose of it at the best market. | 
Many independent plant operators 
are following the lead of the quick- 
freezing companies in buying en- 


in this new, practical book 


—saves time 
—saves money 


LAYOUTS AND 


many types from perfume and deluxe 
chandising department stores 


“lift” peacemeal—plus pointers 


with 4,000 retail outlets 
3,000 in 1937. Sales were 
ported to have increased 50 
cent in 1938, compared with 1937, 
though the company declined to 
make public specific sales figures. 

In 1938, Birdseye used local 
newspaper advertising in 28 cities 
and regular insertions in The New 
Yorker. Total expenditures were 
not reported, but it was stated that 
the advertising kept pace with the 
sales increase. Plans for 1939 have 


re- 


against | 


range and combine elements in 
layouts of your own. 


eel ne first aid for the busy advertising man, artist 


wants to create better-looking more ef 


Over 280 leveuts 
to follow or adapt 


—helps create better advertising 


Carlyle, Oring and Richland's 


—ee 


| tire crops, and holding them fo, 


better prices in off seasons. 

“The ultimate effect of these de. 
velopments will be to even oy 
price fluctuations in commodity 
markets,” said Mr. Cockrell. “Farm. 
ers will be able to get better prices 
for their produce, and consumers 
will be able to buy farm produce jp 
off seasons at very little over the 
normal market price.” 

Broadening aspects of air-condj- 
tioning are due to increase such 
business, he continued, inasmuch as 
the human and social phase of the 
field is coming to the fore. Pre. 
viously, air-conditioning had been 
installed primarily because it in. 
creased trade during summer 
months, as in the case of cafes, the- 


aters, or stores, and because it kept § 
materials in better condition, such ¥ 


as in the printing and textile in. 9 


dustries. 
Advertising in the commercia] 
refrigeration industry is expected t 


keep pace with the fields’ develop- 


ment, hitting at the new markets 
opened up for locker and storage 
plants. A heavy institutional cam- 
paign for frozen foods may be in 
the offing, tying in with brand ad- 
vertising of food manufacturers us- 
ing quick-freezing patents. Ice ma- 
chinery makers will probably 


switch part of their appropriations 7 


to farm papers in an attempt 
promote independent locker plant 
installations. 


Acquires Shewan-Jones 


Arrangements have been com- 
pleted for the acquisition by Na- 
tional Distillers Products Corpora- 
tion, New York, of Shewan-Jones 
Inc., Lodi, Cal., wine and brandy 
manufacturer. Lee Jones, presi- 
dent and general manager of She- 
wan-Jones, will remain as genera] 
manager under National Distillers 
ownership. 


Sibour to Gussow, Kahn 


Sibour, Inc., New York, has ap- 
pointed Gussow, Kahn & Co., New 
York, to advertise its daytime and 
evening gowns. Edwin L. Wanner 
formerly with Promenade and Cue 
has joined the agency as account 
executive. 


Wallerstein Changes 
Edward Wallerstein has resigned 

as sales manager of the RCA Victor 

division of the RCA Mfg. Company 


|Camden, N. J., to become presiden' 


of the American Record Compan) 
recently acquired by the Columbi 
Broadcasting System. 


Gibson Leaves Agency 
James C. Gibson has withdrawn 
from the partnership of Rohra- 
baugh & Gibson, Philadelphia. C 
M. Rohrabaugh will continue op- 


| erations as the C. M. Rohrabaug) 


Company. 
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LETTERHEADS 


152 pages, 10x8, fully illustrated, $5.00 


ERE, in addition to discussion of layouts and the layout-man’‘s work, & 
layouts themselves, more than 200, for advertisements and letterheads. ° 


shops to paints, foods and hard-mé 


Here is a wealth of layout ideas—complete arrangements you 
can follow exactly and adapt to other products—a treasury of 
treatments, spots, handlings of headlines, illustrations and signa- 
tures, decorative ideas, atmospheric touches, etc., that you can 


and examples on how to rear- 
order to achieve scores of telling 


art director 
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| McGraw-Hill Book Co., 


Inc., 330 W. 42nd St., New York, N. Y. 


I Send me Carlyle, Oring and Richland’s Layouts and Letterheads for 10 days’ examination on appre’ 
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January 9, 1939 


ADVERTISING AGE 


Tourist Copy 
Gives Evidence of 


Continued Rise 


Three-Quarters of All 
States Now in Linage 
Column 


Tourist advertising, once consid- 
ered the exclusive prerogative of 
California and Florida, has become 
ene of the largest classifications in 
the advertising field, making fur- 
ther progress in this direction in 
1938. A survey made by Lord & 
Thomas for McGraw-Hill Publish- 
ing Company early in the year in- 
dicated that 109 municipalities or 
states are doing more or less pro- 
motion to attract the elusive tour- 
ist and his dollars. This figure grew 
as the year progressed. 

Don Thomas, director of the All- 
Year Club of Southern California, 
supplemented this report last Janu- 
ary by saying that 35 states are 
seeking tourists, who spend $216,- 
000,000 yearly in their avocation. 

The state of Washington tossed its 
hat into the tourist ring during the 
summer with a $100,000 appropria- 
tion. Subordinated only slightly to 
the appeal to itinerants was the 
invitation to magazine readers to 
consider Washington also as a place 


’ to live and do business. 


The Rhode Island legislature 


' passed a bill appropriating $25,000 


for promotion of the state as a sum- 
mer vacationland. Pennsylvania 
made the same effort on a grand 
scale, its appropriation bulking to 
$500,000, with both magazines and 
radio employed. Wisconsin spent 
$75,000 in luring the residents of 
near-by states to its forests and 
streams, newspapers getting most 
of the appropriation. 

Louisiana spent $100,000, with its 
advertising scheduled for the win- 
ter, to induce visitors to spend some 
time in the Crescent City in ad- 


» vance of and after Mardi Gras. At- 


lantic City raised a $50,000 appro- 
priation last summer, with mer- 
chants and the city contributing 
equally. 

Effect of Fairs 


The 1939 fairs in New York and 


| San Francisco will bring some new 


tourist copy into play, with many 
neighboring states looking with en- 
vious eyes on the two plums which 
have fallen into the laps of their 
friends. Philadelphia, for instance, 

collecting a $150,000 campaign 
fund to spread the wonders of the 
Quaker City to visitors to the New 
York fair, while New Jersey will 
spend $100,000 in inducing fair vis- 
iors to detour. The borders of 
New York State itself will harbor 


® another effort of this kind, the Em- 


pire State Travel Association hav- 
ing been formed to secure diffusion 
of the fair travel. 


42,535 


Letters in ONE Week! 
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from 4 programs 
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, recipes 
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responses from women! 


‘LS Gets Results Anytime 


PROMOTION MECCA 


W 


V/W VORA WORWSY 


Wt WORLD OF TOMURAW 


A substantial volume of 1939 advertising 
copy will be keyed to the two World's 
Fairs on opposite coasts. The theme 
poster of the New York fair is shown here. 


newcomer to the tourist lists, hav- 
ing broken its invitational copy 
only last month. 

Canada noted the benefits of tour- 
ist operations with increasing in- 
terest and recently decided to do 
something about it. Its efforts will 
be directed chiefly to inducing resi- 
dents of the mother country to 
visit its trans-Atlantic empire. 


New Eureka Range 
to Be Backed by 
National Campaign 


Detroit, Jan. 5—Plans were under 
way here this week for extensive 
advertising of the new Eureka port- 
able electric range, made by the Eu- 
reka Vacuum Cleaner Company. 
Advent of the range has brought 
about formation of a new division 
of the company for its manufacture 
and sale. 

Magazines and radio are under 
consideration at present, although 
definite plans have not yet been 
made on the media line-up for a 
national drive. This campaign will 
follow the successful debut of the 
range in New York where more 
than 15,000 have been sold. Trade 
papers, newspapers and other pro- 
motional material will also be used. 

The portable range can be 
plugged into any outlet. It will re- 
tail for $39.95. A novel feature is 
the construction of two folding 
cooking shelves on either side of the 
oven cabinet which provides com- 
pactness and yet permits all types 
of cooking. 

George H. Wilkens, long asso- 
ciated with various utility com- 
panies, has been appointed manager 
of the new Eureka division. Brooke, 
Smith & French is the Eureka 


agency. 
Gets Quaker Petroleum 
Quaker Petroleum Company, 


Omaha, Neb., has appointed Earl 
Allen Company, Omaha, to handle 
the advertising of Pennfield motor 
oil and Paraland gasoline. Radio 
will be used. 


Underwood to BBDO 


Wm. Underwood Company, Wat- 
ertown, Mass., manufacturer of 
Underwood soups and deviled ham, 
has appointed Batten, Barton, Dur- 
stine & Osborn, New York, as 
agency. 


Young Promoted 


Louis D. Young has been ap- 
pointed national advertising man- 
ager of the Indianapolis Times, a 
Scripps-Howard paper. He was 
formerly promotion manager. 


DeLisser-Boyd Named 


The Morning Free Press, Easton, 
Pa., has appointed DeLisser-Boyd 
as national advertising representa- 
tive. 


Neckwear to Croydon 
Croydon Advertising Agency, 
New York, has been appointed by 


Bowen-Ingalls & Co., manufacturer 
of neckwear. 


a 


ae 


Buick to Sponsor 
Louis-Lewis Bout 
Broadcast Jan. 25 


New York, Jan. 3.— Exclusive 
broadcasting rights for the heavy- 
weight boxing title match between 
Joe Louis and John Henry Lewis 
on Jan. 25 have been purchased 
from the National Broadcasting 
Company by the Buick Division of 
General Motors Corporation. It 
will be the sixth heavyweight 
championship bout sponsored by 
Buick. 

The network of stations carrying 
the round-by-round story will in- 
clude 155 outlets, 25 more than for 
the Buick broadcast of the last title 
fight between Louis and Max 


account. 


Banks Refuse 
Advertising Loan 


The municipal advertising cam- 
paign of San Antonio, Tex., is in 
jeopardy following refusal of local 
banks to advance $40,000 for its con- 
tinuance. 

A $90,000 campaign was pro- 
jected, based on a tax of five mills 
for each $100 of property assess- 
ment. 


Schmeling. Arthur Kudner has the|- 


AD CLUB HOST TO GOVERNOR 


Leverett Saltonstall (left), recently elected governor of Massachusetts, talks 

things over with Oliver M. Drummond, New England advertising manager of the 

Crowell Publishing Company, and president of the Boston Advertising Club 
which was host to the governor at a luncheon. 


Gets Coolie Clogs 

Coolie Clogs Company, St. Louis 
manufacturer of novelty footwear, 
has appointed Clifford F. Broeder 
Agency, St. Louis, to handle its ad- 
vertising. Newspapers, magazines 
and direct mail will be used. 


Pierre Joins Korn 


George H. Pierre, merchandising 
counsel, has joined J. M. Korn & 
Co., Philadelphia, as head of mer- 
chandising activities. 


Gets Sunray Yarn 


Sunray Yarn House, New York, 
has appointed Metropolitan Adver- 
tising Company, New York, to han- 
dle its account. Newspapers and 
magazines will be used. 


Starch Adds “Home” 


The American Home, New York, 
has been added to the list of pub- 
lications on which Daniel Starch 
conducts a continuous magazine- 
reader field survey. 


business. 


RING OUT THE OLD—RING IN THE NEW 


‘The New Year has arrived and with it the prospect of in- 
creased advertising activities in practically every line of 


BARNES-CROSBY COMPANY is prepared to handle its 
full share of this increase and maintain the “QUALITY” 
which has been our watchword in the past and will continue 
to be so in the coming year. 


Barnes-Croshy Company 


PHOTO ENGRAVING 
ART AND PHOTOGRAPHY 
225 NORTH WABASH AVE..CHICAGO,ILL. 
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Citrus Preference 
Survey Gives 
Orange Top Spot 


Study in Baltimore and 
St. Louis Shows Buying 
Habits 


Washington, Jan. 5.—Fresh or- 
anges are by far the most popular 
fruit for household consumption, 
both in frequency and quantity, ac- 
cording to a survey issued recently 
by the Consumers’ Counsel Division 
of the Agricultural Adjustment Ad- 
ministration. 

This survey involved a study of 
the consumption of citrus fruits and 
related products in Baltimore and 
St. Louis. 

A summary of the results of the 
study shows that fresh oranges had 
been used by more than 95 per cent 
of the households surveyed in either 
city, fresh grapefruit by more than 
80 per cent and canned tomato 
juice by more than 50 per cent. 
Other products covered in the sur- 
vey were canned pineapple, grape- 
fruit, prune and orange juice, 
canned grapefruit and a dairy or- 
ange beverage. 


Fresh Grapefruit Second 


That improved production and 
marketing techniques have consid- 
erably stimulated consumption of 
several of these products is evi- 
denced by figures showing only a 
few of the homes surveyed to be 
long standing users of the seven 
canned or bottled products. 

Fresh oranges were used habitu- 
ally by 83.8 per cent of the house- 
holds surveyed in Baltimore and by 
75.8 per cent of those in St. Louis, 
and fresh grapefruit by 52.2 per 
cent in Baltimore and 44.1 per cent 
in St. Louis. The respective pro- 
portions for canned tomato juice 
were 29.7 and 23.2 per cent and 


Time for You to 


York Life’. 


ably resultful medium, 


Here’s CUE’s Dee. 


sells for $320. 


In this Dee. 10th 
23 2/3 pages of advertising, 


issue 


Saks-Fifth Avenue 
National Distillers 
Grace Line 


Frank Travel Service 
Schaefer Beer 
Argenti & Co. 


and services. 


beyond the 40,000 guarantee. 


This is the year— 


To buy 


Put CUE to Work! 


CUE is “The Weekly Magazine of New 
People who “go places and 
do things’”’ can’t seem to live without it. 
And advertisers are finding it a remark- 


10 front cover. 
measures 7 1/16 x 10 3/16 inches. 
advertising page size is 6'g x 8%4, and 


CUE 


st. Regis Hotel 
Oppenheim Collins 

Lord & Taylor 

Mary Pickford Cosmetics G. H. Mumm Champagne 
Bellows & Co. 

Raymond Whitcomb 

W. & J. Sloane 


These advertisers reached a compact audience of 35,000 free 
spending, well-to-do families in or about New York. People pay 
$3.00 a year for CUE, 10c per copy. CUE’s following is daily 
becoming a bigger, more valuable market for quality products 
... For 1939 CUF guarantees an average net paid 
(ABC) circulation of 40,000 per week. 


INCOME RATIO TO CITRUS SALES 


FRESH GRAPEFRUIT 
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INCOME OF HOUSEHOLD, ONE WEEK-DOLLARS _ 


A major portion of families who have never used either fresh grapefruit or canned 
tomato juice are in the low income brackets, according to this chart based on a 


survey of Baltimore and St. Louis homes. 
families not using the products, and their respective income groups. 


Graph lines portray the number of 
The most 


common income bracket for non-users was in the $10-$20 weekly group. 


for canned pineapple juice 10.8 and 
8 per cent. 


Higher in Baltimore 


Per capita consumption on the 
canned products was higher in 
Baltimore; on fresh fruits St. Louis 
ranked higher. Per capita con- 
sumption tended to vary inversely 
with the size of the family, the sur- 
vey shows, and was greater among 
families where male workers were 


It 
The 


A copy of this issue and 
3 successive current issues 
will be mailed to you upon 
carried request. Write John Beach, 
f ‘ Circulation Manager, CUR, 
including « &. s9th St., N. ¥. C. 


Bank of New York 

Thos. Cook 

Schenley 

Hotel Plaza and 
Savoy Plaza 

W aldorf-Astoria 


and many others. 


CUE is the magazine that the discriminating and the more pros- 
perous visitors to the World's Fair will inevitably depend on. 
likely that CUE’s 1939 advertisers will receive a substantial bonus 


It is 


To visit the New York World's Fair 


CUE 


6 EAST 397TH ST. CUE NEW YORK CITY 


You can’t cover New York’s class market unless you use CUE. 


clerical or professional, rather than 
manual. 

St. Louisans were more brand 
conscious regarding fresh oranges 
and grapefruit, while canned prod- 
ucts were more frequently asked 
for by brand in Baltimore. 

Food and grocery stores ranked 
first as outlets for the products, 
with fruit stands second and huck- 
sters third. 

Approximately 70 per cent of the 
housewives queried were accus- 
tomed to purchasing oranges by the 
dozen, while 33 per cent reported 
two as the usual number of grape- 
fruit purchased. A wide variation 
prevailed in similar figures con- 
cerning average purchase quantity 
on other products. 


More Copy on 
Air Conditioning 
Is Predicted 


Syracuse, Jan. 5.—Improvement 
in air conditioning equipment gives 
manufacturers a fascinating story to 
tell in 1939, according to Margaret 
Ingels, technical editor of the Car- 
rier Corporation, pioneer in this 
field. Miss Ingels said that remark- 
able results came from 1938 adver- 
tising, which gave air conditioning 
an opportunity to function in many 
new fields. She listed some as fol- 
lows: 

Rare books are now kept in good 
condition for posterity; theater or- 
gans are kept mellow in tone and 
require less tuning; surgical opera- 
tions are performed without the 
peril of excessively hot weather; 
bowling alleys have doubled the 
length of their season; a 50 per cent 
increase in the attainable supply of 
the world’s gold has been made pos- 
sible by air conditioning deep 
mines 

Giving new impetus to air condi- 
tioning, a court at New 
ruled that this innovation means 
“conservation of assets” rather than 
“a speculative investment.” 


New CFCT Transmitter 


The new 500 watt transmitter 
for Station CFCT, Victoria, B. C., 
will be put in operation Jan. 10, 
with special programs to celebrate 
the event. 


Orleans 


Accepts 7, Color Pages 
Time, New York, 


will accept 
two-third pages of 


advertising in 


color, effective immediately, it has 
announced 


been 


| involved 


Lawyers Sit 
af Right Hand 
of Sales Manager 


A good lawyer is an essential 
cog in the modern marketing or- 
ganization, court decisions of 1938 
indicated. Some of the most famous 
trademarks of the country were 
in bitter and prolonged 
legal battles. The courts were also 
asked to rule on many statutes af- 
fecting marketing. 

Coca-Cola Company was vic- 
torious in its long fight against 
Pepsi-Cola Company in one Cana- 
dian decision. Suits are still pend- 
ing in the United States. The courts 
also held that Shredded Wheat is a 
generic term, belongirfg to no one, 
thus ending the legal battle of the 
century between the Kellogg Com- 
pany and National Biscuit Com- 
pany. 

Reynolds Tobacco Involved 

Suits for alleged theft of ideas 
were common during the year, the 


most ambitious being Dr. Arthur 
Selwyn-Brown’s suit against R. J. 


Reynolds Tobacco Company for 
$1,600,000. A jury of 11 farmers 
and a barber decided that the 


plaintiff had created no new ad- 
vertising principle. Most of the 
other suits for alleged plagiarism 
met the same fate. 

One of the most unique suits of 
1938 was against Libby-Owens- 
Ford Glass Company, a court de- 
ciding in a $50,000 damage suit 
filed by one Sadie Rachlin that no 
fair reading of the copy would 
construe it as representing that 
safety glass is unbreakable. 


Other Court Decisions 


The Supreme Court of the United 
States came to the rescue of ad- 
vertisers when it ruled that an or- 
dinance adopted by Griffin, Ga., 
was unconstitutional. The law re- 
quired written permission of the 
city manager for distribution of 
“circulars, handbooks, advertising 
or literature of any kind, either by 
hand or otherwise, whether said 
articles are being delivered free or 
sold.” The case attracted national 
attention. 

The right of radio stations to 
contract for broadcasting rights 
of baseball games was_ upheld 
when a Pittsburgh court issued an 
injunction against “‘knothole” de- 
scriptions of home games of the 


Pittsburgh National League Club 
by Station KQV. The _ decision 
said that exclusive rights to the 


<a, 


KITCHEN HELPER 


EEE YOUR NEW 


- 


Kitchen Assistant? 


STERILATOR 
FEATURES: 


1. Runs direct from faucet 
by weter power! Firs 
ony sink. instantly ot. 
tached and removed 


With Steriletor, it's “a few 

minutes of fun and dishes 

done.” Saves 90% of your 

dishwashing drudgery. 

SEE STERILATOR TODAY AT 
THE BAY CO © SULLOCE’S 


Chase ELECTRIC Company 
520) Gewt® Sreeewey 
San FERNANDO FURNITURE CO 
O30 Geet Mare 


2. Tray remains stotionory. 
Neo breckage possibs. 

3. Dishes, glosses, silver, 
washed at one time 

4. Made of aluminum with 

boked enamel finish. 


HOLLYWOOD REFRIGERATION SALES CO 
7356 Sunset Bive 


HOLLAND ELECTRIC ComPany 
5634 Herth Figueres, Highland Part 


SCISLER SUPPLY CO 
6305 Atiantic Bred Belt 
ELECTRIC STORES COMPANY 
241 Cost Foorth. Lene Geach « 
GRISCHO W'S MUSIC & APPLIANCE SHOP 

410 Broadway, Bente Monies 


MOGTRT £ LEONARD 
169 Cost Fite Ot Cecwnsice, Catir 


STERILATOR 


STERILATOR DISTRIBUTORS, -INC., PA1S55, 1914 S. VERMONT AVE 


Sterilator Distributors, Inc., Los Angeles 
is using this copy in local newspapers 
to announce a new “kitchen assistant’ 


ee 


for that old, old task of washing dishes, 7 


Culbreath Sudler Agency handles the 
account. A sectional campaign is being 


formulated. y 


broadcasts had been acquired by 


General Mills, Inc., and Socony- 
Vacuum Oil Company. 
The Supreme Court of _ the 


United States upheld the Federal! 
Trade Commission’s interpretation 
of the brokerage provisions of the 
Robinson-Patman act when it re- 
fused to review a lower court de- 
cision that the Biddle Purchasing 
Company represents the buyer and 
not the seller and accordingly is 
not entitled to brokerage fees. 

Another decision of great import 
was handed down by the Supreme 
Court of the United States in 
March when it denied the right of 
a state, in this instance New Mex- 
ico, to levy a tax on advertising 
contracts, many of which wer 
with advertisers and agencies with- 
out the state. 


B. C. Papers Merge 


The Daily Herald, Nanaim«i 
B. C., morning paper, 
merged with the Nanaimo Fre 
Press which will continue as a 
evening paper. The Free Pres 
was established in 1874 and th 
Herald in 1900. ; 


of Direct 


BERT L 


Direct 


A new application 


to business-getting needs 


CREATIVE printing engineering service—a 
service qualified to analyze and plan, create, 
design and write modern direct advertising in all 
its forms, and at the same time assist in engineer- 
ing its mechanical production effectively and eco- 
nomically without disturbing existing printing re- 
lations. It will be worth your while to investigate 
this constructive service which will reinforce your 
sales effort with a complete knowledge of all 
branches of the Graphic Arts. 


- WHITE 


Creative Printing Engineer 


3240 LAKE SHORE DRIVE, CHICAGO 


Sales Promotion, Dealer Development, Creative 


{dvertising, 


Advertising talents 


Correct Color Uses 
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“Help Wanted,” “Positions 
sh with orde 
- All other c 
$4.75 per inch. 
insertions. 


r 
1 


The rates for this department are 


Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


assifications (single insertion rates): % in. 
Write for descriptive folder describing discounts for term 


as follows: 
“Representatives Wanted,” and 
Terme 


$2.75; 1 to 3 in., 


HELP WANTED 


POSITIONS WANTED 


BPAY ERTISING or PRINTING SALES- 
WAN to sell LABELS & EMBOSSED 
SEALS as side line. Commissions 
week. Old Established Com- 
«sae Kk. Cc. S. Co., 606 E. Clybourn 
<t Milwaukee, Wis. 
Copywriter for small agency in IHili- 
outside Cook County. Must be 
iliar With machine tools, able to 
ile other subjects effectively. Give 
business history, minimum 
(jood job for quali- 


plete 
Mm ctarting salary. 
fied hustler. : 
Rox 1616, ADVERTISING AGE, Chgo. 
Pal. — ————— —_ 
STOCK CUTS 

LIVTLE BLACK AND WHITE CUTS 
nexpensive) add zip and verve to 

text for small ads., circulars, letters, 
suncements, house organs, blot- 

rs, ete. Send your address. Har- 

rs, 283-f E. Spring St., Columbus, 


~g ales.” 


Need Met Negotiate? Yes! 
PUBLIC RELATIONS—Publicity Man, 
12 years successful record heading 
own firm, currently available for cor- 
poration, association, ete. Built a pub- 
lic relations business and an income 
by hard work, intelligent planning 
and results’ for clients. Working 
every day but invite broader oppor- 
tunities and can prove capacity. Let's 
negotiate? 

Box 1614, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 
For Chicago or Mid-West Established 
Business Paper Representative with 
successful record desires one more 
proven publication. NOT interested 
in drawing account or advances of 
any sort. Work on straight commis- 
sion. Well established office, fully ex- 
perienced, have wide acquaintance. 
Full details by letter. 
tox 1612, ADVERTISING AGE, Chgo. 


An advertising agency can add an 
4 et to its organization by employ- 
| in energetic man, 23, intensely 
terested in advertising and willing 
work hard for experience and op- 
rtunity. Some experience in print- 
writing copy and publishing. 
x 1609, ADVERTISING AGE, Chgo. 
COLLEGE GRADUATE 
I’xperienced as 
BStenographer 


? 


Typist 
Box 1610, ADVERTISING AGE, N. Y¥ 
Advertising Manager desires good 
future with progressive manufacturer, 
Detailer, agency or publication. Nine 
Bvears experience, Creative idea man 
mMble t plan and produce” effective 
‘ gns Complete data on re- 
. ‘ 
Box 1611, ADVERTISING AGE, Chro 
Resident research investigator wants 
genments in Chicago and nearby 
v1 Wide experience in interview- 
buyers, dealers, men and women 


ers Can organize crew, write 
nt summary. Have a car. 
es leading Chicago and eust- 
agencies 


x 1613, ADVERTISING AGE, Chgo. 


woe ee 
= 


AGENCIES, ADVERTISERS REQUIR- 
ING intelligent international publicity 
representation and distribution write 
or wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. oe Pres A 
WILL TRAVEL N. Y. NEW ENG. 
advertising salesman experienced gen- 
eral and trade publications; direct 
Y. 


mail, expenses against commission 


NEW WAY TO SAVE MONEY! 
Even tho your budget is extremely 
limited, spend it effectively. Utilize 
this newest process which does away 
with expensive typesetting and cuts!! 
Perfect process for all sorts of pic- 
torial advertising, literature, sales 
letters, price lists, catalogs, booklets, 
bulletins, broadsides, ete., ete. 

Short runs no penalty. 
Any size can be furnished. 

500 COPIES (81%%"x11") $2.63 
Additienal hundred copies only 22¢ 
iven iower prices to quantity buyers. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. ¥. C. 
Just phone WALKER 5-0526, if you 


are in New York City and Metropoli- 


tan Area. A trained representative 
will give you complete details. 


With this Issue 
Advertising Age 
begins 
Its Tenth Year 


of Publication 


wes 


ADVERTISING AGE 


Network Billings 
for 1938 Reach 
New High Mark 


Columbia, Mutual and 
NBC Volume Tops 


Previous Peak 


New York, Jan. 4.—Total radio 
network billings in 1938 were the 
largest in the history of broadcast- 
ing, year-end reports by Columbia 


Broadcasting System, Mutual 
Broadcasting System and National 
Broadcasting Company revealed to- 
day. Sales by these major chains 
totaled $71,728,379 against $69,612,- 
481 in 1937, an increase of 3 per 
cent. 

Billings in December totaled $6,- 
753,500 for the three networks, 
compared with $6,671,169 in De- 
cember, 1937, an increase of 1.2 per 
cent. 

CBS sales for December were 
$2,529,060 compared with $2,786,618 
the previous year, a loss of about 
nine per cent. For the full year 
the CBS total was $27,345,397 
against $28,722,118 in 1937, a loss 
of 4.8 per cent. 


MBS Makes Gains 


Mutual had aggregate billings of 
$337,368 in December against $245,- 
465 in the same month of 1937, a 
gain of 37.4 per cent. For the full 
year the MBS total was $2,920,323 
against $2,239,077 in 1937, a gain of 
30.4 per cent. , 

NBC sales for December were 
$3,887,072, of which $2,928,181 was 
credited to the Red network and 
$958,891 to the Blue. The Decem- 
ber total in 1937 was $3,639,086, and 
the gain this year was 6.8 per cent. 
Total NBC billings for the year 
were $41,462,679 against $38,651,286 
in 1937, a gain of 7.3 per cent. 

This was the first year that NBC 
billings went over the 40 million 
dollar mark and it was the thir- 
teenth successive month in which 
total sales have shown an increase 
over the previous year’s figure. 


Lady Esther 
Devises a New 
Type of Coupon 


Chicago, Jan. 5.—A coupon which 
the reader is asked to put in her 
purse as a reminder, instead of 
mailing, featured a 500-line adver- 
tisement used in a long list of news- 
papers today by Lady Esther Com- 
pany. Said to be a new device, the 
“reminder coupon” bore that label, 
with this copy: 

“Tear off this coupon and put it 
in your coin purse. Next time you 
are in a store it will remind you to 
get a 55-cent jar of Lady Esther 
face cream on money back offer.” 


To Aid Feninine Readers 


An executive of Lord & Thomas, 
the agency in charge, said that the 
coupon was designed to come to the 
aid of feminine readers who make 
mental notes from their perusal of 
the advertisements, but sometimes 
forget them when they actually get 
into the store. Taking the advice 
of the coupon is so simple that the 
agency spokesman expressed the be- 
lief that a large number of women 
will follow it. 

The Lady Esther advertisement, 
one of a series of four to appear 
in January, listed four benefits 
which follow use of Lady Esther 
face cream, supporting this exposi- 
tion with an offer of a refund of the 
55 cents, plus postage, if results are 
not all that the purchaser desires. 
The test campaign represents the 
largest employment of newspapers 
for some time. Thus far, use of 
other media continues as in the past, 
and whether newspapers will con- 
tinue to carry the copy apparently 
depends on results of the four in- 
sertions. 


oe Re ie GAS) fi, 


Promotion 
Review 


The biggest volume, and some of 
the best current magazine promo- 
tion seems to be coming out of the 
offices of True Story, where precept 
and example, humor and dead seri- 
ousness, are all brought to bear on 
whatever problem may be currently 
in hand. 

On prospects’ desks now repose 
two promotion pieces from this or- 
ganization, one a “trick” mailing 
tied up with Life’s recent reader- 
ship survey, and the other a serious 
job based on a special Daniel Starch 
survey. The first is a simulated 
adding machine tape, mailed in a 
metal tube, which points out that 
no matter how many readers the 
weeklies may have, True Story re- 
mains “the only major magazine 
whose buyers cannot be reached 
through other magazines.” 

The second is a study of male 
and female readership of women’s 
magazines, in which it is asserted 
that men read four out of every 
five copies of the paper. To enable 
easy comparison with other papers, 
True Story has printed the results 
on transparent sheets which “can 
be laid over their corresponding 
pages in the current Starch report.” 

* % 

Patterson Publishing Company, 
which publishes School & College 
Cafeteria as well as other business 
papers, gained special emphasis for 
a recent promotion piece to a lim- 
ited number of selected prospects 
by wrapping its message around 
one of those practical-joke rolls, 
and sending the whole thing out in 
a little tin dinner pail. 

% aE a 

“Rotogravure is in the Lime- 
light” is the title of an unusually 
attractive brochure just issued by 
Kimberly-Clark Corporation, which 
is a complete discussion of how and 


why and when to use rotogravure. 
The book starts off with an analysis 
of the many studies which have 
been made of newspaper readership, 
the popularity of various sections 
of the Sunday newspaper, and the 
reader-attraction qualities of roto- 
gravure sections. 

It then swings into a resume of 
about 20 case studies, showing how 
roto has been used to sell a wide 
variety of products and services, 
and it ends with an interesting and 
complete exposition of how to pre- 
pare roto copy, including such im- 
portant subjects as picking the right 
photograph, preparing color copy, 
the importance of type, how copy 
should be submitted, etc. 


a8 * * 


A Negro preacher, talking dialect, 
answers the questions, “War Wuz 
We?”, “Whar Is We?” and “Whar’s 
We Gwine?” for the Los Angeles 
Daily News and Evening News in a 
promotion folder which gains atten- 
tion because of its unusual treat- 
ment. 


a8 oo te 
Shears, packaging paper, com- 
bined the conventional calendar 


with a map and other data telling 
the paper’s sales story. And just 
to help matters out, it enclosed a 
handful of thumb tacks in each 
mailing. 

ne * ue 


Out to advertisers and prospects 
last week went a dignified folder, 
reproducing the award given to 
Station KVOR, Colorado Springs, 
by Variety, as a “special citation 
for community exploited station.” 
KVOR is particularly proud of win- 
ning this award in the Variety 
showmanship competition because 
it is the youngest station in the 
group of Oklahoma Publishing 
Company managed stations, and the 
other two stations, WKY in Okla- 
homa City and KLZ in Denver, “for 
the past four years have both been 
tops in their respective markets by 
Variety’s Showmanship Surveys.” 


“PAPER SET?” 


We say NO... 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 
make a fine halftone, you carefully 
go over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 
set.” So you proceed to either 
specify what types are 


and here’s why: 


of your organization or the pub- 
lications. In modern day compe- 
tition it also calls for a good type 
face assortment. And it sometimes 
requires a great deal of time and 
patience to get an advertisement 
to have any kind of appearance 
that will satisfy you. True, the 
cost of the space is often small, 
but no space cost is too small not 
to justify the sales message being 
given every opportunity to do 
the required work successfully. 

The additional cost 


to be used in setting 
your advertisement or 
you take achance that 


tising, an exceptionally 


(© itafh spree 
> ) 


19 Ener Jeceses 


is not great and the 
simplicity and ease of 
handling as well as a 


someone on the publi- Reliability ~~ good fine appearance is 
cation will interpret <n not difficult to obtain. 
the layout and give =F Talk it over today with 
you what is needed. == a representative of the 
Kither of these acts re- masacgess 5 Faithorn Corporation 
quires, for good adver- FINCHLEY and let him explain the 


“sure way” to handle 


skilled and technical 
knowledge on the part 


Oo 


FINCHLEY is a regular user 
of Faithorn Complete Service 


your work. Simply tele- 
phone, Wabash 7820. 


MEMBER OF ADVERTISING TYPOGRAPHERS' ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 


© 
Sy 
oy 
3 
¢ 


vy 
Ad-Setters - Engravers - Printers 
Co 


PRINTING 


504 Sherman St.,Chicago * Wab. 7820 


PRINTING 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


January 9, 1939 


(Advertisement) 


From Behind 
the Typewriter 


The circulation tells 


department 


e that this issue of ADVERTISING 
AGE will go to the largest number 
of paid subscribers in our history. 
That's interesting, but not too ex- 
citing, because it has been true of 


dozens of previous issues, and with 
our circulation rising on an un- 
broken curve, it will undoubtedly 
be true many times in the future. 

But it reminds me that ApDvER- 
TISING AGE has a history, and that 
in fact it is celebrating the anni- 
versary of its birth this week. The 
first issue hit an interested, but not 
particularly enthusiastic advertising 
world on January 11, 1930, and if 
my arithmetic is as good as it 
should be, that means we have 
completed nine years of publication 
and are starting out on our tenth. 

Not so ancient, as publications go, 
but there were plenty of people, in- 
cluding scores who wished us well, 
who shook their heads when the 
little 12-page upstart thrust its head 
unbidden into the advertising door. 
A short life and a not-too-merry 
one was what they saw in store for 
The National Newspaper of Ad- 
vertising. 

So perhaps it is significant, 
after all, that this issue is going 
to more paid subscribers—almost 
15,000—than any previous issue. 
It would seem at least to justify 
the modest statement of purpose 
which appeared on page one of 
the first issue, nine years ago. 
“Presenting the 

tising—a 
interests 


news of adver- 
of widespread 
ramifications has 
never been the primary function 
of any advertising publication,” 
said this statement. 

“That is the task to which 
ADVERTISING AGE will devote itself. 
Each week in these columns will 
be found the record of events in 
the world of advertising; the news 
of advertisers, of agencies, of pub- 
lications and other media, and the 
news of general developments 
which affect marketing and hence 
advertising.” 


business 
and 


That doesn’t sound as though it 
were written nine years ago—or 
rather, it sounds as though it might 
just as well have been written yes- 
terday. And you can’t blame us here 
at ADVERTISING AGE for being just a 
little bit proud of the fact that 
almost 15,000 advertising and mar- 
keting men now than ever 
before—think we're doing a pretty 
decent job. 

Ruffling through the pages of that 
first issue, nine years ago, we get 
some idea of the tremendous num- 
ber of newsworthy events in the 
advertising and merchandising field 
which have been mirrored in these 
pages. 


more 


Our very first issue reported 
the death of Edward W. Bok, fa- 
mous editor of the Ladies’ Home 
Journal and founder of the now- 
defunct Harvard Advertising 
Awards. It announced, too, that 
printers and engravers in all the 
larger cities were on the verge 
of winning a five-day week; that 
NBC has insured Amos ‘n’ Andy, 
famous then as the Pepsodent 
radio team, for $500,000; that the 
North Carolina chain store tax 
had been upheld by a state court. 


But we, in common with all 
rie ip cannot accustom our- 
elve to the luxury of looking 
Dat ard at yesteryear’s events. 
It Us happening now or will 
happen tomorrow that interests us 

So ake a simple pledge at 
the dawning of our tenth year: to 
bring you a constantly improved 
service of news and idea to give 
you the important and significant 
development ore promptly, more 
accurately, more intelligently than 


ever before 


ADVERTISING Al 


Nostalgia Colors 
Review of Ads 


Fifty Years Ago 


Women Wore Bustles 
and Street Car Ride 
Was an Adventure 


St. Louis, Jan. 5.—Aspiring novel- 
ists will find it difficult to paint in 
words the picture of a gone but not 
forgotten era recalled here by Bruce 
Dougan, manager of Western Ad- 
vertising Company, on occasion of 
that organization’s celebration of its 
50th year in street car advertising. 
Mr. Dougan, who admittedly may 
be reluctant to dim the luster of his 
medium in today’s quickened 
tempo, nevertheless sighed in nos- 
talgic vein for an earlier period 
when street car riding was some- 
thing of an adventure. 

There were car card advertisers 
way back when, and not a few of 
them are here today as well. The 
audience, the surrounding scenery 
and the street cars have changed. 
Women no longer wear bustles, 
men’s Prince Albert’s have been rel- 
egated to dusty attics. Broad, well 
shaded lawns and the quiet, un- 
paved streets through which these 
street cars passed are mostly mem- 
ory now. 

The advertisers, for the most part, 
have prospered. Among them is 
Campbell’s Soup Company, an or- 
ganization which created its initial 
market almost entirely through car 
cards, according to Mr. Dougan. 
Another was—and is—Procter & 
Gamble Company, a user of car 
cards through Western for more 
than 30 years. Even further in a 
time mellowed past is Mr. Dougan’s 
recollection of the Sapolio “Spotter 
of Spotless Town.” 

The fame of this comic policeman 
character was spread far and wide 
through use of car cards, said Mr. 
Dougan, and offered source material 
for much humor of the day. 
Unusual among these early car 
cards were those used for Macbeth 
lamp chimneys, Mr. Dougan re- 
called. These cards, without any 
illustration, told a copy story so 
effectively that no other medium 
was used by the company. 

Another inspiration for humor 
was offered by cards for a so-called 
“buttonless fastener,” carrying the 
slogan, “See That Hump.” Among 
those whose copy has remained vir- 
tually unchanged through the years 
are the car cards for Carter’s Little 
Liver Pills and those bearing the 
Armour & Co. “Ham What Am” 
slogan. 

Mr. Dougan said that in many in- 
stances car cards of this earlier pe- 
riod were more attractive than those 
in current use. They were litho- 
graphed instead of being made with 
the silk screen process used now. 

Most significant change for this 
medium, Mr. Dougan said, is its use 
in conjunction with other media 
now as compared to the early days 
when it stood entirely on its own 
feet. 


Milwaukee to Observe 
Advertising Week 


Advertising Week will be ob- 
served in Milwaukee Jan. 16-21 
The five-day program is being spon- 
sored by the Milwaukee Advertising 
Club, Women’s Advertising Club 
and the Milwaukee Typothetae. 


M. A. C. during the week. 


O'Mahoney Hearings 
To Be Resumed 


Open hearings of the Temporary 
National Economic Committee are 
expected to reopen in Washington 
on Jan. 16. The patent phase of 
the investigation will be resumed 
and will probably be wound up 
within a few days. 


make shortly recommendations 
new legislation based on the 


for 
data 


developed thus far. 


LOOK OUT BELOW 
ro imcnease GENERAL RESISTANCE rey 
{ 


The action shot of this skier dramatizes 
a new window display card of the United 
Drug Company used in promotion of its 


Puretest halibut liver oil capsules. Pro- 
duction was handled by Forbes Litho- 
graph Company, Boston. 


Welles’ Artistry 
Termed Challenge 
to Copywriters 


Pittsburgh, Jan. 5.—-The 
problem of commercials on 
sored broadcasts popped up again 
this week as an aftermath of Orson 
Welles’ debut under the Campbell 
Soup Company banner. 

The radio column of the Pitts- 
burgh Press published a letter from 
H. F. Jones, Campbell advertising 
director, following receipt of some 
criticism of commercials during the 
show. 

“Because of his craftsmanship,” 
wrote Mr. Jones, “Orson Welles has 
brought to us a great responsibility. 
The illusions he creates through his 
artistry are so powerful and the ap- 
preciation of his genius so keen, 
especially on the part of those who 
know the drama, that we face a 
challenge to bring about the gra- 
cious introduction of our selling 
announcements. 

“We are devoting no end of time 
and attention to the commercial 
presentation, and as the weeks pass 


moot 
spon- 


we believe you will conclude we 
have struck a happy balance in 
bringing the public the finest in 


entertainment and in telling some- 
thing of the sincere belief and con- 
sideration we have in the quality of 
our product.” 


Outstanding advertising art and 
layout exhibits will be on display 
in the Elizabethan Room of the 


It is expected that the TNEC will 


Court Protects 
NBC from State 
Interference 


Trenton, N. J., Jan. 4.—-National 
Broadcasting Company has obtained 
a permanent injunction from a spe- 
cial statutory federal court here, 
|restraining the New Jersey Public 
| Utility Commission from interfer- 
ing with the operation of the net- 
work’s experimental station, 
W2XDG, at Bound Brook. NBC 
had received a license for the con- 
| struction of the station from the 
| Federal Communications Commis- 
sion, and in settling the case, the 
court denied the authority of the 
state regulatory body over interstate 
broadcasting. 

Court action was started by 
utility commission, which applied 
for an injunction against the new 


the 


NBC station. The network retali- 
ated by application for a restraining 
order against the commission. (Apb- 
VERTISING AGE, Nov. 7.) While the 
contention of the broadcasting com- 
pany was that the state law which 
gave authority to the utility com- 
mission to regulate radio broadcast- 
ing was unconstitutional, the court 
did not rule on that point, merely 
barring the state from applying the 
statute to interstate activity. 


Mackay-Spaulding Elects 

Mackay-Spaulding Company, New 
York, has elected H. K. Stroud, 
president; James Mackay, vice- 
president; C. Henry Fallass, treas- 
urer and William L. Rech, secretary 


Newsprint Made | 
from Straw Will 
Undergo Stiff Test 


Substantial 
Saving 
Publishers 


Pittsburgh, Jan. 5.—Newsprint 
made from straw, $15 a ton cheaper 
than the wood pulp product, will be 
given a trial shortly by Pittsburgh 
daily newspapers. If the new news- 
print stands up under exhaustive 
tests on modern, high-speed presses, 
experts predict the birth of a new 
industry in the United States that 
will save the country’s newspaper, 
book and magazine publishers mil- 
lions of dollars annually. 

The inventor is Dr. F. W. Hoch- 
stetter, who is backed by Joe C. 
Trees, local oil millionaire, who has 
financed the research work for the 
past 15 years. Dr. Hochstetter also 
has succeeded in reclaiming the 
pulp from used paper so success- 
fully that it can be used over and 
over again. 

Ten sample tons of the newsprint 
are being made for the tests, using 
wheat straw from Pennsylvania 
farms. The paper, according to Dr. 
Hochstetter, also can be made from 
Florida grass, goldenrod stems, po- 
tato and cotton plant stems, sea- 
weed and other growths that are 
now a total loss to farmers. The 
inventor believes his new method 
will open a huge market for these 
waste products and will conserve 
forests which are now gutted to 
provide wood pulp. 

Cites Big Cost Cuts 

“As we see it now,” he said, “a 
ton of newsprint from straw or 
similar materials will cost $35 to 
$37. This is about $10 to $15 per 
ton less than the lowest price for 
wood pulp newsprint.” 

The manufacture of newsprint 
from wheat straw, says Dr. Hoch- 
stetter, produces a_ by-product 
which is a synthetic cotton. He has 
not perfected it as yet but predicts 
that it can be used in the manufac- 
ture of rayon, films, and plastics at 
a lower cost than is now known. 


Production 
Promised 


To Market Tear-Off 
Caps for Bottles 

The Lynch Corporation, Ander- 
son, Ind., producer of glass-making 
machinery, will soon merchandise a 
Swedish-patented device for bot- 
tling beverages with a special tear- 
off type cap, it was announced with 
the formation of Lynch Alcap Cor- 
portion. 

The Swedish device is a machine | 
designed to be used in forming a 
soft aluminum cap for all types of | 
bottles on which crown caps or seal; 
are used. 


~ 


Record Pontiac 
Campaign Stresses 
Price Appeal 


Detroit, Jan. 5.—The largest Jap. 
uary-February advertising sched. 
ule in five years was released thi; 
week by Pontiac Motor Division og 
General Motors, following the rea}. 
ization of an excellent sales recorg 
since announcement of the ney 
models last October. 

According to F. A. Berend, Pop. 
tiac advertising manager, the early 
year program is the most ambitioys 
the industry has seen since the dat, 
for new model introductions was 
shifted ahead to late fall. Prig 
appeal will be the central theme of 
the campaign, he said. Z ; 

Newspapers will carry the bulk 
of the schedule with three sizes of 
copy ranging up to 48 inches run. J 


ning in 1,500 papers in about 1,000 


cities. In 


will 


addition, a new series 


and Time. Fourteen insertions are §J 
scheduled, each featuring two-color 
poster treatment. Dominant head. § 


line will carry the message: “New 0 


“e 
More 


Pontiac Gives You 
Charges Even Less.” 

A special schedule will also be 
used for the sport phaeton and 
station wagon models. On the list 
are Country Life, Esquire, Fortune 
The New Yorker, Spur, Stage and 
Town and Country. 

Twenty-four sheet posters exe- 
cuted by George Petty will appear 
on about 5,000 boards in 400 cities 
during February. 


British Warned 
to Clean Up Copy 
or Face Regulation 


be stated in Collier’s, News. 
week, The Saturday Evening Post §y?° 


and i, 


= Cas 


us 


» ¢ 


r . 
i 


eve 

London, England, Dec. 24—A # 
warning that control of advertising l 
similar to that now exercised in ro 
America would be introduced in } 
Great Britain unless there was ; ut 
clean-up of British advertising was d 
sounded today by W. R. Balcl ani 
editor of Advertiser’s Weekly, in : my 
speech to the Advertising Club of - 
Birmingham. a 
Mr. Balch declined to state ¥°! 
whether the American system 0! . 


control was a good or bad thing, bu 
he pointed out that advertising cop! 
which had been banned in. thi 
United States was still being used 
in Great Britain by British branches 
of American agencies. Speaking o! 
American advertising technique, hé 
said he believed that British adver- 
tising in the future would return t 
the characteristic British love 0! 

understatement. i 


In Metropolitan New York q 
96; coverage of package stores @ 


76, coverage of bars & grills 
(including hotels) a 


BEVERAGE RETAILER WEEKL! 


1819 Broadway, New York, N. ¥.@ Circle 6-8181-2-4 


— 


Advertising 
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Florida 
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BEACH HOTEL} 


DANIA, FLORIDA 


Headauarters 
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19 MILES NORTH | ONLY ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
ITUATED IN A 3 ACRE PARK of TR AL PALMS and FLOWERS 
=e ewe ® LARGE OUTSIDE ROOMS 
AAA @®@LOW RATES ALWAYS 
®@OPEN ALL YEAR 
Ee sen _. @NEAR BEACHES 
SEND FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
25 MINUTES FROM 1 BE 
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Newspapers and 
Radio Move to 
Cement Relations 


Magazine and Outdoor 
Also Fortify Their 
Positions 


While all media exhibited intense 
activity in 1938, the feature of the 
year, perhaps, was the maturing of 
the long projected plans of the 
Newspaper Publishers 
Association to resell that medium 


¥ through united support of the Bu- 


eau of Advertising. Another im- 


portant development was the an- 
™ nouncement late in the year that 


the National Association of Broad- 


Mecasters would seek an understand- 


Wing with the ANPA to determine 
Se just what their relations are and 
Michould be, not only in the light of 


KLI 


1-2-4 


——— 


aA ; a 


= 
g 
4 


5 
q 
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Mtheir individual interests, but those 
Sof the public. 


The magazine field also took ad- 


Mvantage of the opportunity afforded 
Mby depressed business conditions to 
Breview its methods and to repair 
Sthem where the need was indicated. 


result, many magazines are 
Qooking forward to 19°59 with confi- 
ience based on more basic sales 


Methods. 


All media suffered trom the 1938 

usiness decline, wiin the possible 
ption of radiv, which continued 
20 climb into new altitudes. News- 
apers and radio found a common 
maa in labor troubles, which, how- 
®@ver, proved far more costly to the 
former than to the latter. 

‘he outdoor field made some 
rogress during the year, in spite 
f volume declines. The Traffic 
udit Bureau consolidated gains 

Bnd perfected its routine. A new 
Bnimation process which was ex- 
; iplified in a New York spectacu- 


ur by Browne-Vintners Company, 
as an interesting technical 
Velopment. 

| Perfection of fluorescent lighting 
Vv also held so arresting that great 
q nulus of this type of outdoor 
Bivertising is expected with im- 
provement in business. Though out- 
or advertising suffered to some 
xtent from self-appointed protec- 
s of nature, some progress was 
ade in adjusting the conflicting 


de- 


ae iew points. 


One of the promising projects of 


—. 
cOMPLET—  - 
Cc 


OVERAS 


For any given salesman, 
the law of averages holds 
good —the more calls, 
the more sales. This law 
acts on advertising too. 


‘A CHILTON PUBLICATION 


makes more calls" with 
Your advertisement to the 
department store than 


any other business pub- 
lication. 


O00 CCA 


CE EACH MONTH 


_ a 


1938 was the plan to help adver- 
tisers visualize newspaper circula- 
tions by addition of maps to pub- 
lishers’ statements. This plan was 
defeated by newspapers but was 
later altered by the Audit Bureau 
of Circulations so that it might again 
be considered. The ABC also be- 
gan consideration of an advertisers’ 
resolution that it extend its audits 
into the qualitative realm. 


Surveys Instituted 


In addition to numerous additions 
to personnel, the Bureau of Adver- 
tising began a series of surveys by 
Dr. George Gallup to determine the 
facts about readership. The Bureau 
also provided national newspaper 


representatives with more sales 
weapons. 

Sectional newspaper. organiza- 
tions adopted simplification and 


standardization plans designed to 
make their medium easier to use. 
Iowa and Illinois newspapers 
pioneered in this effort, adopting 
uniform merchandising service and 
a plan to check results, and uniform 
frequency discount contracts, in 
addition to the former yearly 
blanket contract. Weekly newspa- 
pers also moved forward along these 
lines, forming Midwest Rural News- 
papers, Inc., with more than 300 
members. Some newspapers raised 
subscription prices during the year. 
Local and national rates drew 
farther apart. 
Reorganization of the National 
Association of Broadcasters, with 
Neville Miller as president, was 
effected during the year. Mr. Miller 


undertook many new projects, 
chief of which was to heal the 
breach with newspapers and put 


the broadcasting industry on a more 
stable basis by ending the six- 
month franchise renewal hurdle. 

The NAB joined hands with the 
Radio Manufacturers Association to 
study the possibility of waging a 
joint campaign. This was the first 
public recognition by the radio set 
producers of their stake in broad- 
casting. 


Radio Moves Forward 


National Broadcasting Company 
made progress in standardizing 
rates for cut-in announcements. 
Columbia Broadcasting System ex- 
panded its facilities by purchase of 
American Record Corporation. Tests 
of facsimile broadcasting were ex- 
tended during 1938, with news- 
paper-owned stations getting most 
of the licenses. The FCC began an 
investigation of the industry in No- 
vember. 

Whether or not television is “just 
around the corner” was the subject 
of a lively controversy near the end 
of 1938. Radio Corporation of 
America announced plans to mar- 
ket television sets shortly. 

The number of picture magazines 
was somewhat reduced during 1938 
as some of the 1937 crop fell by the 
wayside, but the improvement of 
their competitive position by others 
leaves this type of magazine an im- 
portant factor. 


Takes Half-Page Bleed 


Magazines continued to strive to 
make their methods more accept- 
able to advertisers. Curtis Pub- 
lishing Company, for instance, 
announced acceptance of bleed bor- 
ders for half pages, either in mono- 
tone or black and one color. Crowell 
Publishing Company made the same 
innovation for one of its papers. 

Some of the more carefree maga- 
zines found public resentment ris- 
ing against salacious publications 
and were forced to amend their 
policies. 

Time, the news magazine, took 
advantage of the rift between radio 
and newspapers by inaugurating a 
radio department. 

Eleven magazines banded  to- 
gether to give assistance to adver- 
tisers in meeting the new problems 
created by national legislation. 

Employment of motion pictures 
for promotion made definite prog- 
ress in 1938, and Bristol-Myers 
Company showed a_ ten-minute 
Ipana tooth paste film in many first 
run houses. 


‘Weeks’ Popular: 
Advertised Brands 
Gets a Pair 


The popularity of “days” and 
“weeks” remained undiminished in 
1938, even nationally advertised 
brands being given a couple of 
weeks sponsored by two different 
business papers. The National Dairy 
Council was not content with a 
mere week and staked a claim to 
a full month, June 10 to July 10. 

A list of the chief “days” and 
“weeks” of 1938 follows: 

Jan. 24-31—Cash-In Tea Week. 

March 6-11—Red Tag Sales Week 
(Stationery. ) 

April 2-9—National Baseball 
Week. 

April 25-30—National Accident 
and Health Insurance Week. 

May 1-8—Better Parenthood 
Week. 

May 2-7—National Baby Week. 

May 2-8—Champion Spark Plug 
Change Week. 

May 9-16—Life Insurance Week. 


May 10-16—National Comfort 
Week. 
May 14-21—National Tire Safety 


Week. 

May 
Week. 

May 15—Mother’s Day. 

June 10-July 10—National Milk 
Month. 

June 18-25—Dr. Scholl’s National 
Foot Comfort Week. 

June 19—Father’s Day. 

June 20-25—National Swim for 
Health Week. 

July 24-30—Annual Colgate Gift 
Week. 

Sept. 1-10—Nationally Advertised 
Brands Week. 
| Sept. 17-24—National 
Week. 

Sept. 18-24—-National Dug Week. 

Sept. 19-25—The Silk Parade. 

Sept. 19-25—The National Retail 
Demonstration Week. 

October—Discovery Month (Elec- 
trical.) 

Oct. 2-8—National Letter Writing 
Week. 

Oct. 9-15—National 
Noodle Week. 

Oct. 9-15—National Fire Preven- 
tion Week. 

Oct. 10-15—National Retail Gro- 
cers’ Week. 

Oct. 23-29—National 
Ironer Week. 

Nov. 5-15—Nationally Advertised 
Brands Week. 

Nov. 21-27—National 
Week. 


15-21—National First Aid 


Furniture 


Spaghetti- 


Washer- 


Hobby 


Earnings of 
Advertisers 


Canada Dry Ginger Ale 

Report shows net income of $691,- 
381 for the fiscal year ended Sept. 
30, 1938, compared with $730,473 for 
the previous’ year. Net sales 
amounted to $14,923,378, against 
$14,827,126 for 1937. 


Armour & Co. 

For the fiscal year ended Oct. 29, 
1938, net loss was $1,505,090, against 
net profit of $9,712,792 for the year 
ended Oct. 30, 1937. Sales in 1938 
totaled $723,537,907, compared with 
$788,279,705 in 1937. 


Reynolds Spring Company 

The company reports net loss of 
$360,947 for nine months ended 
Sept. 30, 1938, compared with net 
profit of $250,794 for the first nine 
months of 1937. Net sales for the 
first three quarters of 1938 aggre- 
gated $2,137,830, against $5,229,357 
for the corresponding period in 
1937. 


Celotex Corporation 

Consolidated net profit amounted 
to $418,358 for the fiscal year ended 
Oct. 31, 1938, compared with $1,- 
~— in the preceding year. Net 
sales totaled $9,126,489, against $10,- 
574,242 for 1937, a drop of 13 per 
icent. 


Slump in Linage Spurs Major Media 


ALBERT BROWN DIES 

Chicago, Jan. 4.—Albert E. Brown 
of the local office of Truscon Steel 
Company and formerly general 
manager of the company railroad 
sales department at Youngstown, 
O., died here today. Mr. Brown 
was a member of the Youngstown 
District Industrial Marketers and 
National Industrial Advertisers As- 
sociation. 


KOESTER PASSES 

Greenville, S. C., Jan. 4.—George 
R. Koester, 68, veteran South Caro- 
lina newspaper publisher, died here 
last week. Founder of the Colum- 
bia Record, he sold the paper in 
1911 and came to Greenville where 
he published the Piedmont for 15 
years. For the past seven years, he 
was editor of the Greenville Ob- 
server. 


WILLIAM DANA DIES 

New York, Jan. 4.—William Shep- 
herd Dana, grandson of William B. 
Dana, who founded the Financial 
Chronicle, and a former publisher 
of that paper, died at his home on 
Long Island this week. 


JUST OFF THE PRESS! 


1939 edition now 
ready ... 1300 pages 
. «fully revised... 
latest facts from au- 
thoritative sources... 
information available 
nowhere else... bound in 
durable boards and cloth. 


@ “What's our market in Minne- 
sota? ... What's the rural popula- 
tion with electrified homes? . . 
What papers will reach them?” 


Every day, in thousands of busi- 
ness offices, questions like these arise. 
They need to be answered quickly 


and, above all, accurately. 


N. W. Ayer & Son’s Directory of 
Newspapers and Periodicals—now in 
its 71st year—is the only reference 
work which thoroughly covers this 


special field. 


Because thousands of changes oc- 
cur annually in the publishing busi- 
ness, it is important that your reference 
shelf be kept up to date with the NEW 


1939 edition of the Directory. 


}burgh Trust Company 


o Increased Efficiency 


PRICE, PITTSBURGH 
ADVERTISING MAN, DEAD 


Pittsburgh, Jan. 4.—John A. 
Price, veteran advertising execu- 
tive, died in Mercy Hospital yester- 
day from a cerebral hemorrhage. 
He was 53 years old. 

Mr. Price was advertising 2nd 
publicity manager of Peoples-Pitts- 
for over 20 
years. He was also advertising con- 
sultant for the First National Bank 
of Pittsburgh and was a director of 
the Financial Advertisers Associa- 
tion and of the Pittsburgh Adver- 
tising Club. 


LIQUOR CHIEF DEAD 

New York, Jan. 4.—Harold Ja- 
cobi, president of Schenley Distill- 
ers Corporation, died at his home on 
Long Island this week. He was 54 
years old. 


FILM PUBLISHER TAKEN 

New York, Jan. 4.—Eugene V. 
Brewster, one time publisher of Mo- 
tion Picture Magazine and other 
movie magazines, died last week at 
the age of 67. 


CONTENTS INCLUDE 


List of more than 20,000 publica- 
tions—with policies or classifica- 
tion, All are also arranged in 
separate lists such as Daily News- 
papers, Foreign Language, Agri- 
cultural, etc. 

American newspapers and peri- 
odicals published abroad. 

List of more than 10,000 cities 
and towns in the U. S. and its 
possessions, Canada, Newfound- 
land, Bermuda, the West Indices 
—with vital facts on each. 

Population and its groupings: 
urban, rural, race, nationality. 

Number of homes supplied with 
gas; wired for electricity. 

Bank deposits and clearings; 
number of retail stores and their 


, The publishing information in this 
book is only one of its valuable fea- 
tures. The partial list of contents shows 
why it is bought—year after year—by 
libraries, sales-managers, advertising 
agencies, business engineers, pub- 
lishers, statisticians, etc. The new 1939 
edition is limited! Order early! Price 
$15, postpaid in U. S. and Canada. 


SEND THIS COUPON FOR FREE PROSPECTUS 


dollar-volume; number of post 
offices and their postal receipts. 

Statistics on agriculture, fisher- 
ies, forests, mining; latest census 
of manufactures. 

Number of telephones, radios, 
motor vehicles; railroads, airports; 
schools and colleges; 100 maps. 


THESE, AND MANY OTHER FacTs 
AND FIGURES, HANDILY ARRANGED AND 
INDEXED FOR READY REF ERENCE 


i N. W. AYER & SON, Inc., Washington Square, Philadelphia E | z 
Please send me, FREE. your 24-page booklet containing sample pages, specimen index, 
| e ples of special lists, etc., from the 1939 edition of N. W. Ayer & Son's Directory of owe: | 
| papers and Periodicals. | 
| Name | 
Business Address 
| City State | 
| P.S. | want the 1939 edition of the Ayer Directory. | s for copies. | 
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ADVERTISING AGE 


P mvarver: 9, ~_1935 


Old Strategy 


Better Products, 
Lower Prices Mark 
Appeal fo Public 


Extensive Premium| 
Offers, New Packages. 


Employed 


Though new products and new 
thinking about old products were 
much in evidence during 1938, some 
of the largest and most successful 
advertisers in the country 
heavily on tried methods to main- 
tain their positions in the strenu- 
ous competitive battle necessitated 
by the rather slim public purse. 

Procter & Gamble Company, for 
instance, established a record with 
its contests, which were noteworthy 
not only for number but for the 
size of the awards offered. The 
company distributed $1,000 a day 
for 30 days in a Camay contest, at 
the same time awarding 40 Emer- 
son radios to dealers. This tech- 
nique was followed in other con- 
tests, with Westinghouse vacuum 
cleaners, Servel refrigerators, Long- 
ine watches, and other nationally 
advertised products supplementing 
substantial cash prizes. A short let- 
ter was the usual requirement, par- 
ticipants being asked to accompany 
it with a varying number of wrap- 
pers for eligibility. 

Procter & Gamble also revised 
its packages during the year, adopt- 
ing one for Chipso which carried 
more sales punch and simplified use. 
The company also invaded the den- 
tifrice field with a new liquid tooth 
cleanser which, with practically no 
competition in its select field, was 
reported to have made sensational 
inroads on other oral products. 
The company continued to use ra- 
dio heavily. It also utilized pre- 
miums to some extent, requiring 
ten cents in coin as well as evi- 
dence of purchase, for the gift, in 
one instance transparent pliofilm 
bowl covers. 

Sponsorship of sports events con- 
tinued on the upgrade, many adver- 
tisers gearing promotions to the fer- 
tile background provided by lavish 
newspaper publicity. The Kellogg 
Company and Socony-Vacuum Oil 
Company joined to sponsor innu- 
merable professional baseball 
games, also displaying an unselfish 
spirit by creating schools at which 


1939 WILL BE MORE THAN A 
“PAIR” YEA Two World’s Fairs; 


more cash 


, to buy 
with; more opportunity to sell. Full in- 
formation without obligation. May we 


tell more? Write 


TOURIST COURT Journal 


TEMPLE 
TEXAS 


leaned | 


Vied with New Merchandising Themes in 1 1938 Struggle 


| 


| 


[7 “= 
e*e: 


ME vpuwt sith 


youngsters could secure expert ad- 
vice on how to play the national 
game. 

Buick Motor Company sponsored 
the Louis-Schmeling heavyweight 
championship fight, and despite the 
fact that it proved to be the short- 
est on record, reached more radio 
listeners than any other broadcast. 
The Albert Richard Company, Mil- 
waukee maker of sport coats, also 
hitched its wagon to the sport star 


with a football map, distributed 
only through its dealers. Atlantic 
Refining Company was a heavy 


sponsor of pro football games. 

In the new products field, Crosley 
Corporation announced it was con- 
sidering an entry into production 
of automobiles; Minneapolis-Moline 
Power Implement Company be- 
gan marketing a new tractor which 
provides automobile style and com- 
fort along with the conventional 
requirements; Standard Brands 
varied an old story by introduc- 
ing a new high vitamin yeast; 
Royal Typewriter Company offered 
a typewriter with a “magic mar- 
gin”; Burma Vita Company, of 
brushless cream fame, entered the 
safety razor blade field; Universal 
Camera Company widened its line 
to reach all classes of camera ad- 
dicts; Frigidaire added storage cab- 
inets for home use; and Kendall 
Mills adapted an old idea to a new 
market by bringing out a Nursery 
Mask designed to protect infants 
from infection. 


Many New Appeals 


Radio & ‘Velevision Cor- 
which cuught the public 
with its “mystery control,” 
broke ints the refrigerator 
field as the year drew to a close, 
International (ellucotton Products 
Company introduced Fibs, a new 
feminine hygiene product, after 
long preparation; and General Elec- 
tric Company, 


Philco 
poration, 
fancy 
also 


of washing machines, found that its 


How to 


savings. 


Your job 
others on 


Write o 


™ 


CUT PRINTING COSTS! 


tse PLANOGRAPHY 


a fraction of the cost of plate and press! 


This makes possible 


r phone for complete price list! 


~ 


enjoy four-way 


several 
pay only 


with 
you 


is combined 
a large plate 


lower unit costs! 


500 N. MICHIGAN AVE, 
CHICAGO, ILL. 


long a manufacturer 


Vue | a 


FAMOUS NAME GRACES NEW PRODUCT 


| yj S famous HH tt in der li les HOW Ont pin W71e Silk Paes. 


futt- Brings. we 


The widely advertised Cannon name was placed on silk hosiery for the first time 
during the past year. 


own washing compound made the 
machines more efficient. Wetter- 
ling’s, Wisconsin sausage manufac- 
turer, surprised the public with a 
zipper sausage, combining edibility 
with fun, while another company, 
Visking, developed a skinless frank- 
further. 

Weco Products Company con- 
tinued the march of progress by in- 
troducing a tooth brush made with 
synthetic bristles provided by E. I. 
du Pont de Nemours & Co., the 
only objection, from the marketing 
viewpoint, being that it is prac- 
tically indestructible. International 
Latex Company came to the aid of 
the fair sex with a make-up cape 
designed to protect finery, while 
the last beautifying touches are be- 
ing administered. H. J. Heinz Com- 
pany found that despite its 57 va- 
rieties, more could be found, and 
it introduced a new Junior line for 
children of from one to six years. 
It also brought out the “electric 
kitchen” to give the public two- 
minute soup service in luncheon- 
ettes. 


Kellogg Introduces Dog Food 


Hat Corporation of America de- 
cided that men should be more 
comfortable and it offered a new 
lightweight bonnet. Kellogg Com- 
pany, giant of the cereal field, 
tapped a new market with de- 
velopment of Gro-Pup, a dog food. 
P. Lorillard Company, one of the 
Big Four in the cigarette field, 
brought out Sensation, a ten-center, 
while startling experts and tyros 
alike with its second $250,000 con- 
test. Zenith Radio Corporation 
baptized the “Radio Nurse,” super- 
sensitive sound transmitting device 
for the home. Goodyear Tire & 
Rubber Company developed a new 
type of rubber upholstering for bus 
and truck seats, and several cloth- 
ing manufacturers took cognizance 
of a new living mode by producing 
trailer suits’ for this intinerant 
market. 


More for Less Money 


General Electric 
common with other 
manufacturers, widened markets 
with more attractive prices. A re- 
frigerator which sold for $370 a de- 
cade ago is now available at $179, 
with prices of other electrical prod- 
ucts correspondingly low. G-E also 
placed intensive advertising behind 
its electric blanket, a _ product 
brought to a high degree of perfec- 
tion in 1938. 

L. & H. Stern, Inc., which scored 
heavily in 1937 with its Qeus cigar- 
ette filter, added a companion 
gadget for pipes in 1938. 

Standard Oil Company of Indiana 
devoted virtually all of its 1933 
copy to the single theme of “quick 
starting,” marking a change in its 
basic policy. Steel companies paved 
the way for further development of 
stainless steel by adopting a stand- 
ardization program. The Hoover 


in 
appliance 


Company, 


Company decided that “sales” need 
not be confined to retailers and of- 
fered a new model 
| limited period. Hart, Schaffner & 
Marx conducted a contest for retail 
| Clerks, and American Can Company 


at $39.75 for a} 


claimed a “first” with a $100, 000 | 
| contest, also confined to dealers. 

| Coca-Cola Company, which con- 
|tinued to prove that the beverage 
| field is depression proof, tested pre- 
mium offers of thermometers and 
bottle openers. Marshall Field & 
| Co. conducted contests in schools 
and developed a crop of promising 
young copy writers. George A. 
Hormel Company made “Spam” a 
household word, although merchan- 
| dising efforts for the new meat did 
not get under way until early in 
1938. Coty, Inc., put advertising 
emphasis on a package containing 
every needed beauty adjunct. Clic- 
quot Club Company took a hint 
'from the beer field and introduced 
{canned ginger ale. 


Many Other Innovations 


Postal Telegraph-Cable Company 
diversified its service by offering 
serenades by capable vocalists for 
all purposes. The Chicago Stock 
Exchange, chagrined by the Whit- 
ney scandal, broke into the adver- 
tising columns to remind readers 
that few brokers have abused the 
confidence reposed in them. Inter- 
national Harvester Company re- 
vived a house organ designed to 
help dealers do more effective pro- 
motion. 

Royal Typewriter Company took 
advantage of the camera craze by 
conducting a $2,000 contest for pic- 
tures involving some form of writ- 
ing. Hampden Sales Association 
perfected a make-up foundation in 
stick form, and Sperry Flour Com- 
pany made its fourth annual award 
to newspapers which excelled in re- 
production of its color copy. 
Mich., did its home town 


and its 


dealers a good turn by offering the | 


public Dutch tulip bulbs for 39 
cents, with the retailers making de- 
liveries. The Wildroot Company 
turned its attention to the feminine 
market after long cultivation of 


new curling lotion. Jergens-Wood- 
bury Sales Company brought out a 
new sunburn cream. 

The steel industry gave impetus 
to home construction by perfecting 
packaged homes. Seminole Paper 
Corporation varied the premium 
angle by offering newspaper 
ers their 
art-Warner Corporation 
new baby, gas ranges, to its grow- 
ing family. American Spectacle 
Company took note of the vast out- 
door 
Gog glasses for swimmers. 


New Methods, Products 


George W. Mason, president of 
Nash-Kelvinator Corporation, 
preached revival of forceful selling 
by launching a National Sales Cru- 
sade and the American Federation 
of Labor intervened in relations be- 
tween advertisers and the public by 
staging its first union label exposi- 
tion. The Chicago Musical Instru- 
ment Company opened new worlds 
to the uninitiated with an instru- 
ment priced at $1 and accompanied 
by a guarantee that the buyer could 
learn to play in an hour. Kemp’s 
Sun-Rayed tomato juice took a new 
approach by showing the place of 
tomato juice in cookery and a St. 
Louis company offered “cosmetics 
for shoes.” 

Permutit Company, long a power 
in the industrial field, began to tell 
consumers of the beneficient effect 
of water softening on beauty. The 
Miller Rubber Company offered an 
individual water bottle for babies, 
and Hills Brother Company packed 
a miniature dromedary good luck 
charm in every package of Drome- 
dary dates for a time. Park & Til- 
ford also entered the premium field 
in exploitation of Tintex, but de- 
manded 50 cents, as well as evi- 
dence of purchase, for its gift. 
Chase & Sanborn followed up suc- 

cess of Charlie McCarthy by offer- 
|ing several different premiums, in- 
cluding a McCarthy teaspoon. It 
}also tested cans as a successor to 
dated bags. 

Hecker Products Company en- 
| joyed much success with the 
| offer of a dish towel to buyers, that 


added a 


so 


The | 
Charles Karr Company, of Holland, | 


male patronage, and introduced a | 


read- | 
choice of two, and Stew- | 


market by developing Aqua- | 


/ GOOD OLD DOPEY 


TAP OKE SMO WHITE... 
WAMMER Z 


DOPEY. | 


speedity with « 


ROYAL F 


exploited the up. 


advertisers 
paralleled popularity of Walt Disney; 


Many 


of Snow White 
friends. 


saga 


box in the future. American 0 
tion on a tour of 45 cities an 
Axton-Fisher Tobacco Compan 
gave wide publicity to a price cy 
on Spuds. General Cigar Compan; 


in every piece ot White Owl copy 


fered “Your oil free if I forget 

check your oil,’ in speaking fi 
service stations. A window displa; 
contest among department store 
was the educational method adopted 


dian Head sheets. 

Advertisers in every field tied yu 
|with the spectacular Disney suc 
cess, “Snow White and the Seve 
Dwarfs.” Johnson & Johnson sol] 
the ideas of two tooth brushes f 
every individual, 
a one-cent 
noted for 


sale. Cannon Mills 


sheets 


ings, which it manufactured unde 
private labels for many years. Celo- 
| tex Corporation added roofing mi 

| terial to its line of building prod 


| ucts. 
| 


Grocers to Meet 

A meeting of 200 grocery exec 
tives from all parts of the count 
| sponsored by the Independent Gi 
cers’ Alliance of America, will 
held Jan. 25 at the Knickerbock 
| Hotel, Chicago. Merchandising a! 
| sales methods with reference to g! 


cery products packed in glass cor 
tainers will be discussed at t 
meeting. 


MAILING SERVICE 


Multigraphed letters filled-in equal te 
individually typewritten ones 


ADDRESSING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 
440 So. Dearborn St. Wabash 85 
CHICAGO 


NOW(YOU 


HOSPITALITY 
in WASHINGTOS 
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m $3.50 


HOTEL 


PENNSYLVANIA Ave. at 1th St.N¥ 


WASHINGTON, D. C. 
C. C. Schiffeler, General Manag* 


Company sent a theatrical produc. 


staged the most amorous advertis. 
ing in history, with lovers kissin] 


Shell Petroleum Corporation of- 


by Nashua Mfg. Company for Ip. 


the medium being 


and towels, be- 
stowed its trade-mark on silk stock- 
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Copy Highlights Snatc 

Lopy Filigniignts of 
The year just ended 
witnessed a new high 
in cooperative com- 
mercial projects, two 
of which are indi- 
cated here. Both in- 
volved extensive use 
of industry's essen- 
tial spark plug—ad- 

vertising. 


pening shot in the 
rst_all-industry ad- 
rtising effort ever 
ewe Be by the 
otion picture field. 
ewspapers and 
agazines_ reaching 
ty and hamlet alike 
ard of the $250,- 
000 movie quiz. 


The Sales Mean Jobs 
theme was wafted 
far and wide through- 
out the country. Busi- 
nesses of all size 
took it up and prof- 
ited. To George 
Mason, Kelvinator 
president, goes the 
credit for originating 
the slogan and pro- 
moting it. 


Four pieces of copy that recall 

interesting and significant de- 

velopments of 1938. At the 

left: hybrid corn creates new 

markets and makes farmers 

happy. America's erstwhile 

sweetheart decided to strike 

out for herself in a new field. 

Right: Advertising hails the 

advent of a skinless frankfur- 

ter. And finally, Raytheon 

sets off a first-class contro- Goal Some ast 4 ae 

— over whether or not it is ae “ ay + ree 

cricket for an advertiser to ex- Sneunemnr 

ploit his product under condi- “i — Betty 

tions such as the disheartening | =~ : = evadrerisn sl 
spectacle of a bloody war. IS  — orien 


SUNKIST 


Outdoor art came in for its 
share of recognition through 
several competitions for crea- 
tive achievement. The Cali- 
fornia Fruit Growers Exchange 
walked off with one of the cov- 
eted honors, thanks to this 
simple, appealing painted bul- 
letin. The year marked a con- 
tinuation of the trend toward 
increased recognition of the 
vital contributions of creative 
men in the advertising sphere. 
That the public is also becom- 
ing cognizant of this fact was 
demonstrated by the excellent 
attendance at advertising art 
exhibits wherever conducted 
throughout the country. 


! After an interval in which auto manutac- The ever-present shadow of the Federal 


“srers shied away from horror as an 

“cvertising appeal, Hudson Motors 

“sncnec @ new campaign which gave 

"'9°rous emphasis to certain dangers in- 
herent in driving e@ car. 


Trade Commission haunted many a copy- 
writer during 1938. Standard Brands was 
one of many advertisers that toned down 
copy appeals under FTC persuasion. One 
of the revised layouts is shown here. 


There is @ sure-fire human appeal about 
babies that advertisers were wise not to 
overlook during the year. Allis-Chalmers, 
for example, dramatized the efficiency 
of its harvesting equipment by tugging 
et rural heart-strings via the baby route. 


Blue Monday will become as extinct as 
the dodo if an ambitious campaign 
launched during 1938 by the American 
Institute of Laundering comes to fruition 
during the months ahead. Full pages 
in Cleveland dailies were used as a test. 
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ADVERTISING AGE 


Encouraging Trend 
Seen in Most | 
Classifications 


(Continued from Page 1) 


ithe L. 


|W hose 


which reacts against his own inter- | 
ests and restricts his profit oppor- 
tunities. We aim to offset that 
trend, as far as we are able to in 
1939. Our advertising expenditures 
will be substantially larger this 
year than in 1938.” 


Simmons Budget up 20% 


Advertising of the Simmons Com- | 
pany, makers of mattresses and | 
metal furniture, 
will probably in- 
crease between 20 


and 25 per cent 
in the next 12 
months, accord- 


ing to John W. 
Hubbell, adver- 
tising and _ sales 
promotion man- 
ager. Like many 
other companies, 
Simmons experi- 
enced a slump in 
the early months of 1938 which 
sharply reduced sales volume, but 
from the low point in June there 
was a steady recovery with Novem- 
ber and December running ahead 
of the previous year. This closing 
spurt made up most of the early 
losses and led te a feeling of opti- 
mism at the year’s end. 

“We are very cheerful about | 
1939,” said Mr. Hubbell, “particu- 
larly the first six months during 
which we feel sure the sales in- 
crease of the last six months of 
1938 will continue. There are spe- | 
cial factors which indicate better 
business ahead for us. 

“Home furnishings always par- 
allel the course of residential con- 
struction, even though the bulk of | 
our sales are not made to new home | 
builders, and the outlook for build- | 
ing in the immediate future is very 
bright. 

“We are planning to expand our | 
advertising materially, and it is) 
safe to say that we will spend more 
money in the first six months of 
the new year than in any similar 
period since 1930.” | 

A flexible program will be| 
adopted by Bristol-Myers Company | 
to permit immediate expansion if | 
present indications of improved 
conditions continue. 

“In 1939 we are looking forward 
to improved business conditions,” 
said Lee H. Bris- 
tol, vice-president 
in charge of ad- 
vertising.“There- 
fore our company 
is making adver- 
tising plans on a 
flexible basis to 
permit increased 
appropriations if 
our expectations 
for progress are 
realized during 
this year.” 

Continuation of extensive adver- | 
tising was predicted for 1939 by | 
George W. Hill, Jr., advertising | 
manager of the American Tobacco | 
Company, whose Lucky Strike ciga- | 
rettes were credited with increased | 
sales during the year just ended 

“Business is good,” he said, “and | 
we expect 1939 to be better men 
1938. It is probable that our ad- 


J. W. Hubbell 


Lee Bristol 


| 


| “Hello, Louis J. Nelson” Wade Adv. Ag., Chicago, | 
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Free & Peters, oF og 
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PEORIA 


” 


| any cutting.” 


|julating Christmas sales would be | 


jand was stepped up sharply in De- 
/cember. 


papers and six national magazines. 
| 


Look at tl 692.000 populatior 
n f South Dakota 605 #46 
“PRORIARE A Here 

nfed = market all 

vithin 60 miles of Pearla’ You 
ver t thoroughly wit | 
ne tatior WMEBD ! | 
making radio dollars work 
| 


vertising will continue about as it | ruture bookings,” he said, “‘we can! 
has been. We do not anticipate any |look forward confidently to a very | 
|increase, nor do we expect to do} |strong upward swing during the 
| first part of 1939. 
Another advertiser ready to|Our advertising 
break an, aggressive campaign is | plans are not for- 
E. Waterman Company | mulated but it is 
executive vice-president | cafe to say that 
Elisha Waterman, said that the plan | , 


d ful i . /we will spend 
which proved so successful In stim- | considerably 


more money in 
advertising dur- 
ing 1939 than we 
did in 1938.” 
With total cof- 
fee imports 
reaching  1,900,- 
/000,000 pounds, the coffee 
| eoanestennied its biggest year in 
|1938, according to G. W. Sharpe, 
A very strong upward trend Was | president of the Associated Coffee 
reported by A. O. Buckingham, | ae aera While ji 
vice-president in charge of advertis- | /ndustr ies of America. — =e 
ing for Cluett, Peabody & Co. Fresh |port figures do not give the whole 
from a trip across the country, Mr. story, according to Mr. 
Buckingham said that there was |Sharpe, because of lack of informa- 
evidence ef improved conditions in |tion regarding unsold stocks, indi- 
every section. jcations are that actual sales also 
“On the basis of current sales and |hit a new high. 


followed consistently throughout 
the coming year. The 1938 Water- 
man campaign started in September 


The new drive will open 
Jan. 15 and will utilize 300 news- 


Reports Conditions Improved 


sales 


BEST SELLERS PROVE IT AGAIN }. 


|food and marga- 


January %, 1939 
viewed more favorably than higher, 
prices on less quantity. 

At present there are no ney 
products under way which presen} 
advertising possibilities, he added 

Another encouraging view of the 


‘CHICAGO ADVERTISERS 
SEE GOOD YEAR AHEAD 


Chicago, Jan. 5.—Newer products | 
will be chiefly responsible for an 
increased advertising budget in 


1939 for Swift & Co., said Leo) food product field is that taken py 
Nejelski, adver- John H. Platt, advertising manager 
tising manager. of Kraft-Phenix Cheese Corpora- 
Chief among tion, who said that Kraft’s budget 
these newer would probably 


show an increase 
}in line with the 
15 per cent aver- 
age cited in a re- 


products are dog 


rine. A campaign 
on the latter 


| product was re- 
A. O. Buckingham be 


trade | 


}cent survey by 
the Association 
of National Ad- 
vertisers. 

“We feel very 


cently expanded 
to national scope 
}and will be con- 


ap ment . ‘cheerfully about 
wwe = | the coming year,” 
jan increase in meat product | Mr. Platt re- 


|sales this year, Mr. Nejelski said, ! marked. “We will 
\in view of more plentiful grain and |continue to give 
corn yields, and a _ consequent | tention to radio advertising and also 
cheaper feeding of livestock. In- expect to increase our publication 
creased turnover on the latter, even | advertising.” 

‘at a somewhat lower price, is (Continued on Page 37) 


Leo Nejelski 


J. H. Platt 


considerable at. 


@ Librarians tell us that, among 
farm families, these are the 
ten most popular of the best sel- 
lers. How many did you read? 


AN AMERICAN DOCTOR'S ODYSSEY 
GONE WITH THE WIND 


HOW TO WIN FRIENDS AND 
INFLUENCE PEOPLE 


LISTEN! THE WIND 
MY SON, MY SON! 
NORTHWEST PASSAGE 
THE CITADEL 
THE HORSE AND BUGGY DOCTOR 
THE RETURN TO RELIGION 
THE YEARLING 
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(Continued from Page 36) 

Henry L. Webster, advertising 
manager of the William Wrigley, 
jr. Company, looked cheerfully 
toward 1939. “Our advertising 
during 1939 will be greater than in 
1938," he commented. “We feel 
that our success depends chiefly 
ypon the amount of work we put 
yehind our products. We have had 
good results during 1938 and see no 
reason why 1939 shouldn’t be one 
of our best years. 

“We have and will continue to 
yse a flexible program. Changes 
are possible, because we are always 


trying to make our advertising 
petter.”” 


sellers sell. 


Alert rural minds want books 


And how it has grown! 


Ww" books do farm people read?” . 


Our question drew a charming, incred- 
ulous smile from the rural librarian across the 
desk. ‘‘Why’’, she said, ‘‘they read the same 
things that city people do—only more so."’ 


How strange of city people not to know! It’s 
America’s farm families that help make best 


ment, for ‘“‘escape’’ from everyday affairs... books 


for cultural development, for self-improvement. 


This yearning for better things has created a 
Social revolution in Rural America. A faster 
mental tempo. A broader viewpoint. The seed 
Was planted by The Country Home Magazine. 


A 10 per cent increase in adver- 
tising is planned by Hart, Schaffner 


'& Marx, according to E. R. Richer, 
| advertising manager. “Sales already 


Hfeen in Most | 


on the books in- 
dicate that spring 
sales volume will 
be substantially 
ahead of that for 
last year. This 
applies to both 
dollar sales and 
unit volume, al- 
though percent- 
age is higher on 
the latter because 
of a lower price 
range. Prices are 
down about 10 per cent. 

“The 10 per cent increase in our 
advertising will probably go into 
extra pages in the same magazines 
we have been using. Also on our 
program is continued emphasis 
upon the problem of retailer educa- 
tion.” 

Another organization to change 
and quicken its pace for 1939 is the 


E. R. Richer 


~_ 


Pepsodent Company. Pepsodent’s 
plans, as outlined by J. Baxter 
advertising manager, 
are reported on 
2 {Page 10. 
The National 
1Tea Company 
*plans call for 
, increased sales 
, effort during 
, 1939 and antici- 
pation of a great- 
er dollar volume 
on food sales, 
principally _be- 
cause of im- 
proved general 
business conditions. Charles H. 
Lilienfeld, advertising and _ sales 
promotion manager, also disclosed 
that the company is launching a 
new radio show, “Junior and Sis,” 
Jan. 9, the first serial show that the 
company has used in four years. 
From the cereal field came this 
comment of George A. Macdonald, 
vice-president in charge of sales of 
the Quaker Oats Company: “I 


Gardner, 


J. B. Gardner 


7% 


reins 
: 


a “ 
ee 
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Read any issue and see how The Country Home 
Magazine sets the pace for modern farm tastes. 
Get a first hand sample of its sparkling new fic- 
tion. Feel the pile-driver force of its features. 
Read the editorials that stop a man in his tracks 
... then jolt him into action. Read those fasci- 
nating new articles on modern homes, modern 


food and clothing, modern farming. No wonder 


they click! 
for entertain- 


Look at the way The Country Home Magazine 
has sky-rocketed in preference lists just during 
the past few months. . . and how it is increasing 
its lead with every issue. 

You'll have to agree, there's a new and greater 
force in farm publishing . . . The Country Home 


Magazine. Advertisers and advertising men are 


calling it the hottest buy in the whole farm field! 


“Country Home Magazine 


LARGEST NET PAID RURAL CIRCULATION IN PUBLISHING HISTORY 


THE MAGAZINE OF FARM MARKET “A” 


THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 
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think prospects for the year appear 
hopeful, with indications of a slow, 
steady rise. 

“Our advertising program for 
1939 will be as extensive as in 1938 
which we _ considered _ successful. 
We will do fully as much advertis- 
ing as last year, with no substantial 
changes in media contemplated.” 


HEINZ ‘39 CAMPAIGN 
LARGEST IN HISTORY 


Pittsburgh, Jan. 5.—H. J. Heinz 
Company, celebrating its seventieth 
year, plans the largest campaign in 
its history, although the program 
will be a flexible one, adaptable to 
the ebb and flow of general busi- 
ness. 

New to the “57 Variety” list this 
year will be a line of balanced food 
diets for children just past the in- 
fant stage. This and other Heinz 
products will be backed in an ex- 
panded newspaper schedule, plus 
additional promotion in exhibits at 


the two world’s fairs scheduled 
Maxon, Inec., continues as_ the 
agency. 


PHILCO CHIEF SEES 
AGGRESSIVE YEAR AHEAD 


Philadelphia, Jan. 5.—Larry E. 
Gubb, president of the Philco Radio 
& Television Corporation, said new 
products and new ideas, plus ag- 
gressive advertising and sales effort 
should result in a rising curve for 
this company. 

Recently entering the refrigera- 
tion field, Philco also plans to con- 
centrate on air conditioning during 
the coming year with its Cool-Wave 
portable unit. And while Philco is 
ready for it, television is still in a 
very nebulous stage, Mr. Gubb 
added. 


CLEVELAND, TOLEDO 
BUDGETS SHOW GAINS 


Cleveland, Jan. 5.—Warner & 
Swasey Company, machine tool 
maker, has increased its 1939 
budget 25 per cent over 1938, said 
Harry W. Fortey, director of adver- 
tising. It will use strong business 
paper schedules plus copy in News- 
week and Business Week. A com- 
plete new line of smaller tools is 
destined to receive a large share of 
this promotional effort. 
Sherwin-Williams Company will 
continue advertising on a basis com- 
parable to that of last year, C. M. 
Lemperly, advertising manager, re- 
ported. Outdoor and radio adver- 
tising are used on a national basis, 
with newspapers and a variety of 
local advertising for dealers also 
scheduled. Major campaigns at 
present are those supporting a 
house paint undercoater and an all 
purpose industrial maintenance 
enamel. 


Auto-Lite Up 100% 


Advertising and promotion ex- 
penditures for the spark plug of 
Electric-Auto-Lite Company, To- 
ledo, will be more than doubled in 
1939, according to Frank A. Nealon, 
sales manager of the merchandising 
division. Rotogravure, newspapers, 
magazines, outdoor posters and spot 
radio are scheduled, with the cam- 
paign getting under way in the 
spring. 

Champion Spark Plug Company, 
Toledo, also plans an increase in its 
advertising this year, although 
budgets have not as yet been fixed, 
according to M. C. DeWitt, sales 
manager. 

The 1939 budget of Libbey- 
Owens-Ford Company, Toledo, will 
exceed that of 1938 by 20 per cent, 
with a good part of this sum being 
devoted to special sales promotion 
plans. National and trade maga- 
zines are also scheduled, however, 
especially in repetition of the suc- 


cessful 1938 campaign on window 
conditioning. 

Owens-Illinois Glass Company 
will continue its advertising on 
about the same basis as in 1938, 
with trade paper and some maga- 
zine copy scheduled. 


CINCINNATI ADVERTISERS 
IN CONSERVATIVE MOOD 


Cincinnati, Jan. 5.—A survey here 
reveals major Cincinnati advertisers 
as extremely conservative in mak- 
ing prediction on 1939 plans. Cros- 
ley Radio Corporation, currently 
less active than in other years, will 
lose no time in stepping up its 
schedule if general conditions tm- 
prove. 

Procter & Gamble Company, a 
leading radio advertiser, is reported 
to be considering even greater use 
of this medium. No change is 
planned in the type of programs. 

Andrew Jergens Company and 
Gruen Watch Company indicate 
that their advertising will continue 
as in past months. The latter com- 
pany is unlikely to make a shift 
until its summer sales meetings. 


TWA PLANS INCREASE 
IN MAGAZINE SCHEDULE 


Kansas City, Mo., Jan. 5.—Trans- 
continental & Western Air will 
match an anticipated gain of 25 per 
cent in traffic volume during 1939 
with a similar increase in its ad- 
vertising budget, J. C. Roberts, ad- 
vertising manager, said today. 

The magazine schedule and use 
of color copy will be increased, as 
will the use of fare and hours of 
flight copy. TWA first used the 
latter on a large scale during 1938 
and found it highly successful, Mr. 
Roberts said, terming it the most 
effective way yet tested of telling 
the passenger just how much his 
plane trip to other cities will cost. 

Charles Allen, advertising man- 
ager of Campbell-Taggart Associ- 
ated Bakeries, an organization serv- 
ing some 40 bakeries throughout the 
country, said the biggest develop- 
ment of 1938 in this field was a 100 
per cent increase in the use of ra- 
dio advertising. 

He predicted that this trend 
would continue during 1939, with a 
majority of the promotional effort 
aimed at popularizing brand names. 
Companies served by Mr. Allen’s 
organization have averaged a 10 
per cent increase in sales, he said, 
which means a 10 per cent increase 
in advertising budgets. The extent 
of the latter is determined by gross 
sales volume. 


December Construction 
Sets 10-Year Record 


Major engineering construction 
awards for December were the 
highest reported during the same 
month since 1927, and exceeded all 
monthly volumes since June, 1937, 
according to Engineering News- 
Record. 

Construction for all of 1938 was 
14.5 per cent above the volume for 
1937. 


Coe Incorporates 


Oscar L. Coe & Associates, Chi- 
cago agency, has incorporated as 
Coe, Guy & Walter. Mr. Coe is 
president; Edward H. Guy, sec- 
retary-treasurer, and Ed Walter, 
vice-president. 


Urge N. M. Drug Law 

The New Mexico State Board of 
Health has approved a recommen- 
dation urging enactment of a stand- 
ard food and drug act during the 
present legislative sessions. 


Ostby Resigns 
Oscar F. Ostby has resigned from 
the headquarters staff of Anthra- 


cite Industries, Inc., New York. 


7¢ SALES Arve Your Problem 


— if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 
DARTNELL CAN HELP YOU-—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 
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The Ford Motor Company 


now offers 


FIVE QUALITY CARS 


FORD DE LUXE FORD MERCURY LINCOLN- "ZEPHYR LINCOLN 


With the automobile industry emerging from a serious sales setback during 1938, the 
annual fall shows came as a welcome relief to all producers. One of the year's Ie 
lights was the expansion of the Ford line to include the new Mercury, an entry in t¢ 
market that ranges between Ford and Zephyr. This poster was the first to hail the Ford | 
quintuplets.” 


SOME MEN SHOULD NOT DRINK 
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Advertisers have always been eager to achieve special prominence for their sales messages 

and 1938 was no exception to the rule. One of the most unique of these devices was 

enlistment of newspaper ‘ears’ on front pages, usually devoted to weather information, facts 

about the paper or some other “must. The Washington Herald gave up this precious space 

to a local dairy advertiser who tied in his copy neatly but not gaudily with the regular daily 
weather reports. 


The dry forces did not sleep during 1938. Instead, the 

militant foes of liquor scored victory after victory in 

local option elections. As a means of impressing the 

public with the liquor industry's desire to encourage mod- 

eration, Seagram Distillers ran institutional copy of this 
kind, discouraging improper imbibing. 


The feminine form divine served the interest not 
only of advertisers catering to the wants of the 
weaker sex, but also those anxious to attract atten. 
tion to their copy. Trimfoot, for example, used 
this theme and the lowly bootblack became « 
cosmetician by a simple turn of a neat phrase, 


tte 4 xy rej 
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Try the //EW/ditterens 
ISTERINE TOOTH aad 


the doatgl imag of the century! 


~ HASTINGS: 


Not who killed cock robin, but who first originated the “I'm Your 
Best Friend" theme of Lucky Strike, became a burning issue of 
the year. This layout was the first use of the theme in 1935 
and in the 1938 court proceedings the copy came in for plenty of 
attention. Lucky Strike emerged victorious in the suit. A $500, 
000 label was attached to the slogan by the plaintiff. George 
Washington Hill appeared on the witness stand and disclosed 

his advertising philosophy. 


SMOKING TOBACCO 


Lambert Pharmacal Company used the one- 
cent sales plan to acquaint dentifrice buyers 
with its new Listerine tooth paste, containina 


Model tobacco's fa- 
mous little figure dons 
the cloak of yester- 
year and becomes to- 
day's rarity—a cigar 
store Indian. 


Long the epitome of 

stubbornness, the con- 

venient mule lent ao 

humorous note to this 

Hastings campaign for 
its piston rings. 


Perhaps the most un- 
usual layout of the 
year was this upside 
down stopper spon- 
sored by Volupte 
cosmetics. 


Luster-Foam. The campaign was promoted 
vigorously in a long list of magazines and 
newspapers throughout the country. 


COOKING REVOWTIONIZED. | sass, 


Y NEW WORKSAVING GAD! RANGES 
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A Greater Plymouth at 
New Lower Prices! 
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~ EASY TO BUY 


PLYMOUTH BUILDS 


_GREAT CARS "tsi 


Price appeals stood out prominently in most 
Once the disappointing 1938 
car year was brought to an end, manufacturers 
leaped aboard the price bandwagon and drove 


automotive copy. 


home their sales messages with spectacular, hard- 


hitting copy. Even before the official show season 


opened, Plymouth was off to « fast start by intro- 


ducing its 1939 models to @ seemingly eager 
The familiar Plymouth style was retained, 
as evidenced by this announcement in large space 
radio 


public. 


in hundreds of newspapers. 


Magazines, 
end outdoor were also used 


in the drive. 


Ever the objective of advertisers’ wiles. the 
American housewife came to recognize a new 
symbol of modernity and culinary efficiency 
when public utility companies and manufac- 
turers of gas cooking equipment joined hands 
to promote "CP" as a synonym for “certified 
performance.” The campaign, conducted in 
the name of the American Gas Association, 
involved full Pages in leading women's mag- 
azines. The “CP” tag was applied to water 
heating, refrigeration and house heating, as 
well as cooking. 


er 


completely as Walt Disney's master- 
piece “Snow White and the Seven 
Dwarfs.” Advertisers were quick to 
sense an opportunity for tieups. Hun- 
dreds arranged for permission to use 
Snow White and Dopey and Grumpy 
and all the rest in their promotion. 
The quaint characters also made 
their way onto numerous varieties of 


premium products. Nashua Mfg. 
Company's use of the theme is re- 
called above. Indian Head sheets 


were called “as lovely as Walt Dis- 
ney's princess.’ Of course, the seven 
boy friends added immeasurably to 
the charm of the promotion. The 
Snow White theme became a style 


trend which gives evidence of con- 


tinued popularity. 


One of the interest 
ing aspects of the 
Ummph affair wes 
the wide variety of 
spellings used. These 
three ads, by the 
New York Sun, Buick 
and Standard Of of 
Indiana, show « few 
of the many inter 
pretations offered. 
The Ummph controversy waxed hotter The "Voice of the 
and hotter as 1938 wore on. Who first Advertiser” depart 
used Ummph? Nobody bothered much ment of Advertising 
to ask what it meant, but almost every- Age recorded &* 
body laid claim to authorship. The other claim to ‘he 

mystery is still not solved. idea almost weekly: 
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Retail Linage 
fnds Year with 
Slight Increase 


Chicago, Jan. 6.—For the week 
aded Dec. 31, 1938, retail display 
vertising in the newspapers of 80 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 


Index of Retail Activity in 81 Important 


sajor cities totalled 14,462,264 lines, 
, gain of 0.9 per cent from the 


‘ . . : % Gain % Gain 
4,332,204 lines carried during the 52-Week 5°. Week 52-Week or Loss or Loss 
erresponding week of last year. Period Period Period 1938 1938 Week Week % Gain 
In order to bring the weekly fig- Ended Ended Ended over over Ended Ended or 
; in line with the calendar year, | oa Jan. 8, 1937 __Jan.t. 1938 __ Dec. $2, 1938 1936 1937 Jan.1,1938 Dee. 31,1938 Loss 
_ = k’s tabulati nome t jj | [Akron Pg a at 5 ae 17,371,001 17,046,301 11,861,153 —31.7 —30.4 185,598 144,085 —22.4 
his WeeKS tabulation SNOWS Fetall| aitwona, Pa. ......+++- 6,707,588 7,003,717 5,546,224 ~17.3 -20.8 72842 fit 
jnage for the 52-week period ended | atianta, Ga. .......... 15,940,626 16,586,798 16,955,218 +6.4 42.2 211,302 23.6 
Dec. 31, 1938, compared with the/ Baltimore, Md. ....... 23,514,970 24,000,051 22,616,445 —3.8 5.8 247,231 +0.7 
99-week periods ended Jan. 1, 1938 Birmingham, Ala. ..... 12,407,292 13,288,926 12,935,664 + 4.3 it 2 995.596 , 0.9 
a 2 : | Boston, Mass.......... 21,868,036 21,325,918 20,938,156 —4.3 1.8 274,372 326.25 18.9 
and Jan. 2, 1937. | Bridgeport, Conn. ..... 9,829,804 10,401,788 9,441,032 —39 —9.2 122,612 131,740 +74 
During 1938 all reporting news-| pufraio, N. Y........... 18,299,032 19,740,698 16,877,302 —7,8 14.5 188.804 173.922 _7'9 
sapers in the Index cities carried | Camden, N. J. ......... 4,282,632 4,272,087 4,085,597 —4.6 ~4.4 47,857 51,627 +7.9 
3 total of 978,528,519 lines of retail | Cedar Rapids, Ia. ..... 5,244,554 5,323,816 4,933,208 —5.9 ; -7.3 61,726 85,736 + 38.9 
jisplay advertising, compared with Caasteston, “; Va ohrewers eaters Brie +18 —e 153,398 567,598 9.1 
NR 5 : : Chattanooga, Tenn 5,866,315 i, with ),038,240 —4.$ +1.9 97,363 29,456 + 32.9 
086,549,004 lines during the same} Giicago, Il. .......... 31,836,159 34,031,612 31,509,614 —1.0 7.4 370.134 137 248 “8.9 
period of last year. This is a loss| Cincinnati, 0. ......... 17,576,342 18,316,193 16,180,784 —7.9 4.7 210,533 30,083 9.3 
of 108,020,485 lines, or 9.9 per cent.| Cleveland, O. ......... 20,884,985 22,223,167 18,251,083 -12.6 -17.9 265,050 249,126 —6.0 
Detailed figures for gain or reed poe = i carck eae Lee F oye pyre wees aps 184,223 198,282 + 7.6 
¢ 19° , , ‘ co ee 21,044,670 22,710,548 21,564,755 +-2.5 —5.1 317,228 268,623 —15.3 
ol I 38 ov er 1937 for each week this | Davenport, Ie. ...cscoce 9,209,016 10,619,718 9,633,464 + 4.6 — 208,684 169,442 ==! 8.2 
year are given in this table: | ete, GR ccccsccctens 14,790,910 16,130,128 13,682,072 int % ~15.2 168,322 170,926 415 
lan 1 pm 0.8 | ae ee 10,567,221 10,861,385 8,305,410 ~—=91.4 -23.5 233,600 142.040 39.2 
sat che te. 9 4| Des Kolnes, la... . 6,659,385 6,809,606 6,598,999 —— CD 83,297 94,311 +13.2 
BD vcesesssenversevens am 1 Heteelt, MIGR. . 6 ces 0ce 22,923,499 23,320,628 18,948,525 17.4 18.8 242°334 272.378 +124 
Jan. 15 occ cece cree eee eeees — 3.7 | eee. TOE cictacees -hveeeads i Saenbened! »  (eegeelar a 172.508 174.468 44.1 
reo ere re ame B30 1 Ge, PR. sc vcieceioues 7,892,132 9,690,916 9,116,558 15.5 3.9 134,022 113.764. —15.1 
Jan. 29 ; om a ttEvansville, Ind....... 13,574,764 Taeeaees.  ebacewes ite ate , . 3” oe re 
feb 5 oan St Fall River, Mass,...... 3,360,641 3,549,915 3,365,220 —5.5 — 5.2 49,984 57,159 +14.4 
o ieee lg ‘ et OE, BRIBES se rcsanenss 9,472,997 9,533,594 7,638,456 ~19.4 —19.9 149,240 125,930 15.6 
12. ai Fort Wayne, Ind. ..... 12,025,741 12,252,647 11,026,981 8.3 —10.0 135,562 150,850 &+4:5 
eee es ee ee ~~ G.Bi Gary, PAG. ...ssceccees 6,594,957 7,366,484 5,794,645 12.1 21.3 76,585 68,700 -10.3 
ee LTT Tee eee Te —11.4| Grand Rapids, Mich.... 10,052,448 10,833,684 9,000,13 10.5 16.9 136,346 116,326 14.7 
OES Re oe —14.8 | Greenville, 8. C. ....... 6,432,197 7,102,525 6,881,576 +6.9 —3.1 102,270 101,256 1.0 
March 12 —16.6 Fiouston, TOR. csssceses 15,428,944 17,108,686 7,227,774 + 11.7 +07 243,586 264,180 +8.5 
er Ae eeeee eee sess s ‘0 | Indianapolis, Ind. ..... 18,859,507 19,501,928 16,766,934 11.1 —14.0 261,632 284,634 + 8.8 
March 19 ........seeeeeees —18.3 | Jacksonville, Fla. ..... 8,977,033 9,639,364 9,239,628 +-2.9 ——4.3 146,566 151,116 43 
Ne STC TTT ree re —14,.2| Jersey City, N. J. ..... 2,479,080 2,440,152 2,178,432 -12.1 10.7 26,800 35,210 L91.4 
arr e rt ere tee — 0.9| Kansas City, Kans. 2,642,171 2,857,014 2,881,676 +9.1 0.9 35,840 37,345 + 4.2 
tnril 9 — 5.3/| Knoxville, as sahawe 10,193,281 11,333,250 10,527,685 + 3.3 ~7.1 160,594 206,542 +-28.6 
ee ‘| Little Rock, Ark. ..... 9,765,677 9,808,358 9,506,428 2.7 —3.1 140,826 145,432 + 3.3 
April, 16... eee eee eee eee — 9.8) ros Angeles, Cal. ..... 26,388,127 24,264,388 anf.) 317,606 348,680 - 9.8 
April 2B nw. cc ccscccesccees ~—Ee? | Lawtnvilte MS, oi ciaces  woncsans 16,609,060 14,640,362 ze 1.9 182,960 173,615 oil 
DE BO seve vesesdocuseaes —10.8|Tynn, Mass............ 10,394,146 10,062,164 8,252,018 0.6 18.0 95,648 112,476 +1%.6 
ee Ce pcgsabesuveenen eas —~12.3 | Manchester, N. H. 3,644,056 3,965,125 3,800,082 + 4.3 -4.2 51,928 61,078 +-17.6 
as os Memphis, Tenn, ...... 12,002,792 12,702,286 11,942,841 -0.5 —5.9 199,738 197,246 -1.3 
May 14 paweeceseeesesibees 14.8 Milwaukee, Wis. ...... 16,704,690 18,982,241 15,832,298 -§.2 —16.6 265,481 265,107 —().2 
Way 21... seers ee eeeeees. —14.3 | Minneapolis, Minn. 15,679,487 15,103,472 13,939,825 “1110 —2.7 225,725 228,519 1.2 
May 28 .... eee cece serene, —14.7 | New Bedford, Mass. ... 3,514,880 3,534,846 3,252,984 a. ae 55,972 53,858 —-3.8 
ES ee eee eee —14.6| New Haven, Conn. 9,363,746 9,755,626 9,345,350 0.2 ry 153,510 160,090 +43 
if aa New Orleans, La. ..... 20,586,631 21,103,456 19,839,830 3.6 —6§.0 260,868 261,174 01 
a0 - Shedbeaeappiaaaaats —o +New York, N. Y. 69,187,589 68,284,504 61,971,686 -10.4 9.3 793,072 717,297 —9.6 
pune ee —14.8 tBrooklyn, N. Y. ...... 7,447,753 6,201,732 4,889,544 —34.4 —21.2 63,488 64,008 + 0.8 
UNE 25 cee eee cece cerns ~—Neigont. 10,032,906 9,923,342 9,733,542 a. 1.9 131,460 142,520 +5.4 
Me REETEEET EEE EEL —14.7| Oakland, Cal. ......... 8,097,314 8,108,777 7,796,085 al, —2.6 77,381 106,674 +37.9 
(EE EE ee ae ae oy ore ae —14.4| Oklahoma City, Okla. .. 11,754,299 13,055,308 12,064,996 + 2.6 —=7.6 201,194 192,780 —4,2 
uly 16 —13.0| Peoria, Ml. ..........-. 11,731,685 12,212,501 10,794,794 —8.0 —11.6 138,698 184,615 +33. 
uh spatiale easels tae 13.9 Philadelphia, Pa. ..... 30,641,786 31,474,879 28,083,705 -8.4 —10.8 355,772 362,578 +1.9 
ed BE asssrenercnscreness set Se MEU ccecsess 7,791,014 7,823,858 7 + 2.4 +1.9 140,014 118,244 —15.6 
uly BO 2... eee ee eee eee. —13.3| pittsburgh, Pa. ....... 24,477,278 25,918,200 —15.9 —20.7 265,524 245,182 =—=7,7 
eS rere err? tree —13.1| Portland, Ore. ........ 12,735,879 13,148,378 =f ,9 -8.2 173,260 187,698 + 8.3 
AS Bee ere re —13.5| ttProvidence, R. I. 14,011,236 14,417,705 ~20.9 23.2 190,857 188,940 —1.0 
~ = 12.4| Reading, Pa. ......... 10,124,398 11,329,538 —1.56 —11.9 130,382 155,554 +19.3 
—<——  . 13.1 | Richmond, Va. ........ 13,997,436 3,810,216 —o4 —3.2 143,766 164,052 +14.1 
Pa Ge. vewesrvoosesasenns ~2%-* | sRochester, N. Y. ..... 19,376,134 18,023,341 —$15 —16.1 211,368 220,604 +4.4 
|) —~ihe | Rock Island-Moline 8,881,314 9,507,223 —2.6 —9.0 291,004 273,182 —f.3 
a A ere rere — §.3| Sacramento, Cal. ...... 9,156,885 8,927,877 5 -10.2 —7.9 142,968 143,598 + 0.4 
Sept. 17 —12.3 San Antonio, Tex. 6,830,908 6,710,231 o4 —2.1 —0.4 111,361 100,457 —9.8 
Bent aan —_ 9.2| San Diego, Cal. ....... 14,722,798 14,488,798 3,247,018 -10.0 —8.6 175,028 183,512 + 4.8 
oy ot \eeandaelaeaei ~ - | San Francisco, Cal. 16,248,060 16,838,633 5, ,678 —3.9 —7.3 219,222 267,889 + 22.2 
Se —15.5 | seattle, Wash. ........ 10,339,730 10,515,652 10,235,387 =e onfh9 144,060 168,896  +17.2 
i arr ety eee —12.7| **south Bend, Ind. 9,429,951 9,618,712 7,374,648 —20.7 —~ $3.8 120,483 88,424 —26.6 
i Oe hace theres ew enéa 4s _12.4| Spokane, Wash. ....... 7,812,417 7,989,044 7,497,070 —4.0 —6.2 118,958 132,412 +11.3 
ae TE ae, Pe er cf OO 1 Bt. ROU, MEO. seer eves 19,245,865 19,990,570 18,273,240 —5.1 —8.6 253,325 247,805 2.2 
. 9 aa” ed ee 7.2 St. Paul, Minn.......... 13,488,967 12,713,502 11,473,157 —14.9 9.8 193,189 177,435 8.2 
et 29° Pe ene ean ee eee ~ oe Geveeune. 0, E, ..ccess 12,545,507 12,235,706 11,279,275 —10,1 7.8 115,164 166,796 +44.8 
ee Se — 4.9] Tacoma, Wash. ...... 6,658,425 6,511,492 6,170,504 —7,3 —5.2 95,284 90,136 ae 
ace nPaV cent raven es == GBi Tamm, WIA. civsscecss 6,215,933 6,590,434 6,447,712 +3.7 —2.2 140,938 153,916 +9.2 
ED BNGbeos s S800 ed0 OR — 4.9] Toronto, Ont., Can. 21,349,009 20,162,479 18,196,664 —14.8 —9.8 216,990 201,32: 7.2 
6 — 5.3] Troy, N. Y. .......0-6. 4,250,918 4,485,117 4,252,808 see §.2 53,004 68,726 + 29.7 
Soenee ' cree 7 q| Tulsa, Okla. .......... 10,642,377 10,276,592 9,505,640 —9.8 —7.5 170,884 168,924 “1.2 
en ae pre — 7.3 Washington, D. C. 39,958,711 39,070,157 36,510,984 —8.6 —6.6 509,523 481,116 5.6 
WT TTLTT Tir i — 3.5] Worcester, Mass. ..... 12,494,561 12,940,980 11,447,118 —84 —11.6 187,784 140,490 ~25.2 
beeen cree eeeeencens — 1.6| Youngstown, O........ 9,478,039 9,282,971 7,607,952 —19.7 —18.1 102,896 119,346 +15.9 
Peer et Cee ere +10.3 ——— ——$_—— ——— —_— — —_——— - - — 
4 09 5, Seer Eere ey 1,016,298,725 1,086,549,004 978,528,519 —7.6 -9.9 14,332,204 14,462,264 +0.9 
oe ef a Ue ‘Akron Times-Press discontinued Aug. 28, 1938. 
*+New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
WWL Bows as $Journal and Sunday American discontinued June 8, 1937 
t Ww s *Daily Ledger discontinued June 23, 1937 
0,000- att Station t+Providence Tribune discontinued May 1, 1938 
Making its debut as a 50,000-watt **News-Times discontinued Dec. 28, 1938. 
has tFigures for current week not received. All figures deducted from totals 


lation, WWL, New Orleans, 
larted a campaign using large space 
1 Sunday editions of 16 Louisiana, 
‘orida and Alabama newspapers, 
emphasize the broad appeal of 
programs. In addition, small 
vace will be used daily in 29 South- 
n dailies, spotlighting air features. 
A campaign emphasizing the sta- 
ns market coverage is also being 
jucted in nine business papers. 
rald Advertising Agency, New 

is in charge. 


ae ING 


» LETTERING * ILLUSTRATION + RETOUCHING 
20 NORTH MICHIGAN AVENUE - DELAWARE 4855 
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dent 
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eans, 


pany 


| Prov 


| Mors 


Dietrich Heads 
Industrial Group 


Company, has been elected presi- 


National Industrial Advertisers As- 
sociation. 


Company, is vice-president, and C. 
W. Bolan, Carter Carburetor Com- 


Two Appoint Agency 
Lanpher & Schonfarber, Inc., 


| pointed to handle the advertising of 
|the Flor-Glo division of Knox & 


penter 
™ Be 


49. 


B. Dietrich, Wagner Electric 


of the St. Louis chapter of the 


F. Boyer, Kwick-Kut Mfg. 


, secretary-treasurer. 


idence, R. I. has been ap- 


e Company, Boston, and Car- 
Tool Company, Warren, 
lawn mower sharpeners. 


Per 


ent Gain 
for Lithography 


With products valued at $137,- 
730,000, 


lithography made a 1937 


in 1 


gain of 49.6 per cent over 1935. 
Value added to materials increased 
from $57,741,000 
411,000 in 1937, the Bureau of the 
Census reports. 

Posters, displays and calendars in 
color accounted for $40,387,000 
1937, about the same figure as in 
1935, but far above the $33,342,000 
reported in 1933. 


935 to $83,- 


in 


Woolen Company 
Names Wé&C 


Winternitz & Cairns, New York, 
has been appointed to direct the ad- 
vertising campaign of Cyril John- 


= So == |son Woolen Company, Stafford 
, Springs, Conn., and New York, 
*€G'NAT| manufacturer of Covert and Vene- 
aicAry||tian top and overcoatings and 
OMO . * 

7 Covert suiting and _ sportswear 

VANCOUVER fabrics 

i ng a a i * 


Chappel Makes 
Dog Award 


Leonard Brumby, Hicksville, 
N. Y., has been selected as the re- 
cipient of the Chappel award for 
most distinguished service to dog- 
dom during 1938. 

The Chappel Kennel Foundation, 
Rockford, Ill., will present Mr. 
Brumby with a plaque at the West- 
minster dog show in New York Feb. 
13. Walter E. Armstrong is director 
of the Foundation. 


Use Radio for 
Taxpayers’ Revolt 


The Massachusetts Federation of 
Taxpayers Associations, Boston, has 
contracted for a six-month cam- 
paign over six stations of the Yan- 
kee Network to publicize the “Yan- 
kee Tax Revolt.” 

The title of the program is 
“What’s Happening in Massachu- 
setts.” The agency is Advertising 
Management, Inc., Boston. 
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4 Ln 


NEW PLUG FOR PLUGS 


ts r 
| fon Thay Gone 
' THE QUALITY © 
SPARK PLUG 


AC 

slightly different vein in current news- 

paper copy, with an appeal to the man 

who wears clean clothes to act as valet 
for his car's spark plugs. 


spark plugs are portrayed in a 


CBS Names Connelly 


Thomas D. Connolly has joined 
the advertising and sales promo- 
tion department of the Columbia 
Broadcasting System, New York, in 
an executive and creative capacity. 
He was formerly advertising man- 
ager of Abraham & Straus, Brook- 
lyn, and previously with John Wan- 
amaker, New York. 


WCCO Appoints Hutton 


Robert L. Hutton has succeeded 
Arthur Lund as sales promotion 
manager of WCCO, Minneapolis, 
| member of the CBS network. Prior 
| to joining CBS, he was with Adver- 
| tising & Selling and Batten, Barton, 
| Durstine & Osborn, New York. 


Storm Adds Reinitz 


A. L. Reinitz has been appointed 
account executive by Charles M. 
Storm Company, New York. He 
was formerly with the advertising 
departments of the New York Her- 
ald Tribune and Esquire, New 
York. 


Heads Anker Sales 


G. F. Albrecht has been appointed 
general sales manager of Anker- 
Holth Mfg. Company, Port Huron, 
Mich., farm equipment. Mr. Al- 
brecht spent nine years with the 
James Mfg. Company, Fort Atkin- 
son, Wis., dairy equipment. 


Goldberg Moves Offices 


S. M. Goldberg, publishers’ rep- 
resentative, has moved his offices to 
420 Madison avenue, New York. 
The new telephone number is PLaza 
5-0627. 


SELL TOURIST COURTS AND CA 
THE INDUSTRY'S ONLY MEDIUM. $202 
MILLIONS IN CASH'BUSINESS ANNUALLY 


Ask for more information 
TOURIST COURT Journal Tas 


/ 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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ADVERTISING AGE 


January 9, 1939 


You get greater value from 
the money you spend for ad- 
vertising when your chotce of 
advertising media is based both 
on immediate considerations and 
the facts of the long-term trend... 


THr CHART AND TABLE On this page give 
a picture of the changes in the total daily 
circulations of all Chicago newspapers 
during the 21 eventful years since 1917. 

They show how one Chicago news- 
paper improved the opportunity for 
growth which this period offered to all 
newspapers. 

During the official six-month period 
ended September 30, 1938, Tribune total 
daily net paid circulation averaged 
867,512—an all-time high for any six- 
month period on record. This is 448,119 
greater — 107% greater — than the total 
circulation of any other Chicago daily 
newspaper. 

Tribune total daily circulation during 
the 1917-1938 period increased from 
381,675 to]867,512—a gain of 485,837 
—or 127%. This is a gain more than 
seven times greater than that of any other 
Chicago daily newspaper in existence in 
1917. 

The Tribune today is the only news- 
paper which delivers majority coverage 
of all the families in metropolitan Chi- 
cago. It penetrates every neighborhood 
and suburb ‘of Chicago, reaching all 
classes regardless of income grouping, 
social status or racial origin. It reaches 
more families in the upper half of the 
market... and more in the lower half... 
than are reached by any other Chicago 
newspaper. 

To get more sales in the Chicago market 
during 1939, build your advertising pro- 
gram around the Chicago Tribune. Rates 
per 100,000 circulation are among the 
lowest in America. 


Uhicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER | 


Chicago Newspaper 


“THE 21-YEAR TREND 


ne 
ee 


irculation 


gnu 
= 


1917 IN 
867,512 
. ’ > All-time 
1917 saw the beginning of a <® Higd 
period marked by sweep- 
ing changes in American life and 
customs which followed America’s 
entry into the World War. The en- 
suing 21 years imposed constantly 
increasing demands on the ingenu- 
ity and enterprise of newspapers. 
How well Chicago newspapers 
served readers is shown in the 
chart and table. 
@ 
iRiBune © 
SE a 419,395 
391,997 F 8 390,555 
381,675 8) 
348,842 
326,998 | rE) rE} 336,419 
iss.2iiL @ © 
179,184 
““|O 
108,220 io 
44,709 ria © _——— 
— 
eu — 
TOTAL DAILY CIRCULATIONS OF CHICAGO NEWSPAPERS—1917-1938 
Pe Chicago Newspaper | Newspaper | Newspaper | Newspaper | Newspaper | Newspaper | Newspaper | Newspaper 
Sept. 30 Tribune B Cc D E F G H I 
1917 381,675 391,997 326,998 108,220 44,709 185,211 179,184 
1918 410,818 | 373,100 325,017 280,374 112,668 39,290 Paper H merged 
1919 424,588 377,658 339,721 311,831 115,932 40,797 with Paper a 
1920 437,158 388,344 364,769 343,515 116,243 45,001 May 2, 1918, and 
1921 | 483,272 | 395,639 | 395,427 358,217 115,406 36,696 became Paper E 
1922 | $17,184 370,949 | 387,573 354,147 115,874 40,638 
1923 | 567,628 | 377,729 | 388,352 335,270 | 118,062 | 40,456 
1924 | 608,130 | 392,582 | 458,189 348,005 | 123,026 | 42,538 
1925 | 658,948 387,189 | 441,227 363,162 123,293 | 36,215 
1926 741,493 395,086 | 525,771 392,340 123,469 36,213 
1927 777,514 435,580 | 552,041 434,165 102,667 39,026 
1928 807,889 413,106 538,515 422,735 70,327 =| 38,409 
1929 856,307 | 430,003 $40,243 419,720 | Merged | 47,426 
1930 | 836,578 | 426,843 530,588 153,204 430,246 | with | 48,007 
1931 828,999 | 412,007 503,164 187,789 422,029 | Paper B, | 38,476 
1932 | 792,618 | 399,492 446,191 | 158,111 381,720 | Aug.22, | 37,846 
1933 786,928 | 399,795 | 424,719 | 152,813 315,832 | 1929 Merged 
1934. | (801,771 396,506 | 422,958 | 182,990 362,123 with 
1935 | 783,781 393,999 | 418,143 | 228,386 379,768 Paper B, 
1936 | 813,027 408,001 | 418,957 | 278,261 335,352 | Oct. 29, | 
1937 | 845,585 | 436,289 | 436,809 | 355,849 334,316 | 4932 | 
1938 | 867,512 | 419,393 | 390,555 | 348,842 | 336,419 | 
| 
Gain over | | 
1917 485,837 | 27,396 | 63,557 
Percent | | 
Gain 127.3% | 7.0% | 19.4% | 
| 
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ARMSTRONG'S CUTTING ROOM 


N= 


94% 
7,512 


LL-tume 
High 


john P. Young (with pipe), advertising manager of the Armstrong Cork Com- 

pany, and his assistant, Ralph Winslow (also standing), get to work on the job 

of editing a home produced movie used by Mr. Young in place of the usual! 

speech at Armstrong's recent distributors’ conclave. The film described the com- 
pany's 1939 campaign plans. 


TRIPLE APPEAL FOR FOOD GOODNESS 


9,393 
10,555 


18,842 
56,419 


Mueller's macaroni products will beckon to youthful appetites, epicurean palates 
and housewives’ economy this winter by means of three displays offered to deal- 
ers. Providence Lithograph Company, Providence, R. |., produced the units. 
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PREHISTORIC MAN HAD A WORD FOR IT 
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Sun WorsHIPERS | 


Wt 


pect ht tome «TRAILERS OF THE SUN carry 1999 we 
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shupers trekking oo down 
elabu ate Sour They wre «4 sunshine along the. way, Go, tor chew crasler 
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SALAAMS TO THE SUN! Of all the devotees of san-worship, sone are 
” 


more ardenc theo Herr “arieoca” comatoes, Bred and nurtured ip the coh 


: we ' they besk on the vines ol] somimer loog 

Wiles -caew te a glowing besutes, mpe-to-bursting, they are quick!y 

“uive > sRed » aw bens Grocetees deletes, an 

t unt ower feeror Jume a and bearle 
. an he © f tiewa: 3° Va s. Orders 

= ® + Uwe All-Aumermsaa, sli-scasve beverage offen 


Drawing @ parallel between the deification of the sun's rays by primitive man 

*d the luscious sun-tainted qualities of its own tomatoes, H. J. H «ins Company, 

Pittsburgh, tells a familiar sales story in a new way. The copy is to appear in 
national magazines. 
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“‘IPHOTOGRAPHIC REVIEW 
OF THE WEEK 


CHALLENGE REPLACES CHEER 


PROMOTES LUXURY 


LOUDER thay the tintous welorme of s New Year, above the camelt 
ef the joyous celebration, comes che shocking news of the shameful 
seed of sanaation in ous country woday. 

Surveys just compleced by the United States Government of . 
8,000,000 homes in 205 cities show 15 out of every 100 have Bo priwase : 
water closets — 20 out of every 100 ave no prrvave bach ‘This aver- 
age applied ro ove entice Country means cbere are (500,000 dwelling 
unaes wvibead water Clasets — 6,000,000 u thos haces 

More wartling are the figures show ing thai ball che bomes in some 
commpuoines tack these primary sanstary facilities. And when you com 
sides the dangers of faulty, old fashioned piumbung im daily wee, you 
can appreciate the grave menace such condisoas preseut to public 
beaich. 

Why should yew he comcermed abou. these deplorable comdinens 
iexaed of lowing medical sathorwes and public bealth officials po 
shoulder the whole rexponsbiliry? © 

Polluted water, swiftly spreading disease, i: wo res pecter of per seus. 
The same water aml sewage main; that serve ibe slums saree the fumes 
residential districts 

The bealsh 0f our whole population depend: » pom am adequate mp 
Ply of pure water ond the prom pt, safe romevel of damgerous waste 
Awd both pare water and sate waste removal depend upow good 
pam bing 

1c is not enough to mais upos plummbeng fim uses of excedient qualiry. 
1 of vital impowtance that they be tasmlled corvest#y! Amd safe, eco 
aeoncal plumbiag service canges be sold over the coumer. 

Thar » she Ptanderd” Plambing Fixcures ase macketed through 
frengnard Wholesale Digtcibucoss to Master Phawber. Only che 
“Master Plumbers have ube kmowledge, experience and skill necessary 
to protect the bealch of the astioe by correc iqmalletion. 


Swim All 


OPHDDOCH 


NATION-WIDE POOL CONSTRUCTION 


* PABDOGE ENGINEERING CO 


Paddock Engineering Company, Los An- 
geles, turns to class magazine space to 
tell of the luxury of winter swimming in 
private swimming pools. The copy mod- 
estly suggests installation of pools on 
private estates as well as institutional 
premises. Culbreath Sudler, Los Angeles, 
is the agency. 


Standard Sanitary Mfg. Company, Pittsburgh, struck a sharply discordant note 

with this holiday-time copy emphasizing the vital need of improved sanitation 

facilities in many sections of the country. Government figures were quoted in a 
letter signed by Henry Reed, president (Story on Page |.) 


IT'S THE HI-YO SILVER INFLUENCE 


a 


In distributing a series of four 1939 calendars, American Airlines found recipients liked this action picture best. Don Wal- 

lace, Chicago photographer, made the shot with 35-millimeter Kodachrome. The pilot had to circle the Glendale airport 

12 times before the proper angle was caught. Local residents thought the plane was in trouble and police were swamped 
with calls. Western Printing & Lithographing Company, Racine, Wis., reproduced the calendar in four colors. 


TO GUIDE MARKETING ASSOCIATION IN 1939 


New officers of the American Marketing Association are (left to right, seated): Roland S. Vaile, University of Minnesota, 
editor in chief of the Journal of Marketing; Theodore N. Beckman, Ohio State University, second vice-president; Dr. Na- 
thaniel H. Engle, assistant director of the Bureau of Foreign and Domestic Commerce, president; Donald R. G. Cowan, 
Swift & Co., first vice-president; Malcolm D. Taylor, University of North Carolina, a director, and John Karol, Columbia 
Broadcasting System, treasurer. Left to right, standing, are other new directors: William A. Sturm, California State Cham- 
ber of Commerce; Paul D. Converse, University of Illinois; Dr. Wilford L. White, chief of the marketing research division, 
Bureau of Foreign and Domestic Commerce; Prof. Fred E. Clark, Northwestern University; Harry R. Tosdal, Harvard Grad- 

uate School of Business Administration, and Albert Haring, Lehigh University, the new AMA secretary. 
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ADVERTISING AGE January 9, 1939 


7s « 


A Short Putt For iy: 
ADVERTISERS! )/- 


Take the short putt. “Hole out” in the responsive Phoenix market where busi- 


ness form is “top-flight”. For instance, Phoenix department store sales for 
eleven months of 1938 continued at the level of 1937 which increased 6% 
over 1936. Building permits for 1938 were 50% above 1937 and 2% times 
the five-year average. Postal receipts in 1938 gained 4% over the previous 


year. The 1938-39 winter season started with a 20% greater impetus than its 


{ x predecessor. Arizona increase in private industry employment lead all west- 
4 ern states during the closing months of the old year. In fact, every major o> 
f activity in Phoenix is on the 1939 business fairway. Which means that ae) 


if you want to make sales, advertise where sales are being made! 


“Serving Arizona With The Best In Radio” 
DICK LEWIS, General Manager 


BOB HALL. National Advertising Manager Representatives — The KATZ AGENCY — New York, Detroit, 


} on ee a Chicago. A lanta, Philadelphia, Kansas City, Dallas ee 
a reer See Lawrence & Cresmer Co., New York, Chicago, Detroit, Los Angeles, Sen Fiencnes WALTER. BIDDICK CO.. L s Angeles San Francisco. Seattle 
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